














Founded 1855 


Better screw drivers at higher prices 


We now offer our customers a new 






line of plain screw drivers. We 





have a theory that there is a demand 






for a superior screw driver and that 






the average customer will be willing 






to pay the price. Consequently, for 






over a year we have been trying to 






develop the best screw driver that 






could be made, sparing no expense. 






ur product will appeal to you and 






you will recognize that our prices, 
which ate higher than any 
other screw driver prices on 
the market, are justified. 









THE FEATURES OF THIS LINE ARE THESE: 
Decagon handles of black walnut with high 


nish, 






An unusually comfortable grip in the handle. 


Blades of high quality steel properly tempered 
and with high finish. a 
The No. 224 line is made in regular style in 
lengths 2%” to 24”. The No. 336 line is fur- 
nished with cabinet blades in lengths 2/4’ 

to 12”, 

We present this line to you with some 
pride and believe that you will have the 
same sort of pride in offering it to your 
customers, many of whom will be willing to 
pay alittle more for a better screw driver. 


MILLERS FALLS 
TOOLS 












MILLERS FALLS COMPANY ~+- MILLERS FALLS, MASS. 
NEW YORK CITY, 28 WARREN STREET « - CHICAGO, 9 SOUTH CLINTON STREET 













Two Sections—Section One 


Three Dollars a Year 










HARDWARE AGE 


Do You 





1. How many small tools you buy every quarter? 


2. Whether such purchases are increasing or decreasing? 


3. How these purchases are distributed among different items? 


and 4. That you can have this information placed on your desk if you 


handle GTD small tools? 


This month thousands of @TD dis- 
tributors in both hardware and mill 
supply lines are receiving an analysis 
of their purchases showing just how 
their previous quarter’s business 
with GTD has been distributed 
among taps, dies, drills, 
reamers, gages, pipe tools, ete. 
They also receive similar fig- 
ures for preceding quarters. 


These small tool distributors will 
have a detailed knowledge of their 
small tool business which will prove 
exceedingly helpful. 


And this type of information is avail- 


able to all buyers of GTD tools. Many 
are already using it to good advan- 


Come 








tage as our files of letters show. 


With the keen competition and close 
margins now current in the tool field 
the possession of such knowledge is 
essential to making a profit in- 
stead of merely breaking even. 


If you are now aGT Odistributor 
and are not familiar with our 
analysis of purchase bulletins, please 
fill out this coupon. You have not 
been getting all you are entitled to. 


If you handle some other line, and 
are not satisfied with your profits— 
do likewise. To send in the coupon 
will cost you nothing — nor will it 
obligate you in any way. 


/ GREENFIELD TAP & 
é DIE CORPORATION, 


















CORPORATI Lo om 
GREENFIELD. 
New York—15 Warren St. 

Detroit—224-226 W. Congress St. 





GREENFIELD Te TAP AND DIE E 





Chicago—13 So. Clinton St. 


Greenfield, Mass. 


[) I handle GTD tools, and want to receive 
your quarterly analysis of purchases. 


([] I do not handle your line, but would like to 
know how your analysis might make small 
tools more profitable. 


NOME 2c cccccccccccsccccctcsescccsccccccecce 
COMPANY cocrccccscccvccscccccscsevcccccsce |] 

] 
Ce ci coannvetedecuevésce eer RE ree ee t 
July 21, 1927 


Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario 
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You can sell more 


Eagle White Lead 


because of this 


quick break-up— 








hang the instruction 
chart in your store 






ASTER painters are taking a 
keen interest in this new, unique 
advantage of Eagle White Lead— 
because of the special design of the keg 
and the smooth uniform consistency 
of Eagle, 100 pounds can be broken 
up to painting consistency in consider- 
ably less than ten minutes. 

Complete instructions for the quick 
break-up are printed on our instruction 
chart. Keep a supply of these charts on 
hand for the convenience of your cus- 
tomers. Hang one prominently in your 
store—it will help boost your sales of 
Eagle. 

Write today for a free supply of in- 
struction charts explaining the quick 
break-up. The Eagle-Picher Lead 
Company, 134 North La Salle Street, 
Chicago. 


EAGLE 


PureWHITE LEAD 


OLD DUTCH PROCESS 


RAGLE oni 
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Hang this free instruction 
card on the wall of your 
store. Write for it TODAY. 
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Doherty Bros. Hardware Co., Baton Rouge, La. 


“We enjoy profits and turnover... 


LET Mr. L. S. Doherty, of the Doherty 
Brothers Hardware Co., Baton Rouge, La., 
tell you why he dresses Eveready Columbia 
windows: “This photograph of our store 
window is evidence that we are backing our 
judgment of the line of batteries which we 
believe to be the best and easiest to sell. 
National advertising and sales helps certainly 
do their part in increasing sales. Besides, we 
are not bothered with cut prices when we 


handle such a standard article. We enjoy 
profits and turnover on Eveready Columbia 
Dry Batteries which well hold their place 
with the leading articles in our store.” 
Order Eveready Columbia Dry Batteries 
from your jobber. 
NATIONAL CARBON COMPANY, INC. 
New York San Francisco 


Atlanta Chicago Kansas City 
Unit of Union Carbide and Carbon Corporation 


EVEREADY 


COLUMBIA 
Dry Batteries 


~ they sell faster 
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Bic Razor 


Bigger than ever 


now that national advertising 
is making the Schick Razor ROFI 7 Ss Fwy 
sell faster ’ 7 Y 7 


—. why the new Schick Re- 
peating Razor will make bigger 
profits for you: A national adver- 
tising campaign in the Saturday 
Evening Post, a page every other 
week. This will be one of the big- 
gest campaigns in any magazine. 
Many dealers have already pocketed 
razor profits new to the hardware 
field. Now it’s your turn. 

The $5.00 price on the Schick 
Repeating Razor is strictly main- 
tained.The liberal margin puts razors 
on a new basis where you can make 
money. With these two profit fea- 
tures and now a national advertising 
campaign, bigger razor profits are 
coming your way than you ever 
made before. Thousands of men 
bought the Schick Razor on sight. 
Overnight they told friends how the 
Schick Repeating Razor gives a new “he 
after-shave comfort to the face — GYM WMHS Hitt ce vippeserern 
how it saves shaving time. Now na- EA eR 
tional advertising will bring the men 
in your city right to your counter. 

The Schick Profit Triangle guar- 
antees you full profit: A Strict Price 
Maintenance Policy. A Liberal Profit 
Margin. A National Advertising 
Campaign. Your jobber has a sup- 
ply of Schick Repeating Razors and 
blades. Put in a stock now. Display 
them prominently. Effective display 
material is available—Free. 


: ; AAALAAAAA ALAA ALA 
; N\ SAS ULALAALY ANARAAARTANANRN \ 





Here it is, the new Schick Repeating Razor. 
A whole razor in one unit. No parts to as- 

ble. No blades to wipe off after shaving. 
Every one of the twenty blades shaves at the 
skin line, smoothly, without scraping the face. 
Puil off the cap, tilt the head, and start shav- 
ing. Shavers by the thousand have marveled 
at the simplicity and efficiency of the Schick 


Repeating Razor. 








Tilt the razor head and you 
are ready to shawe. Nothing 
to put together! 


SCHICK 


REPEATING 


RAZOR 





To replace a blade, just pull out the Out slides the old blade—in comes 
the new blade 


handle, push it in again 
MAGAZINE REPEATING RAZOR COMPANY, 285 MADISON AVENUE, NEW YORK 


In Canada, Razor with 20 blades, $6.50. Clips of 20 blades, $1.00. Canadian Distributors, T. S. Simms & Co., Ltd., St. John, Montreal, Toronto, Winnipeg, Vanceuser 
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SERVIC 


ODERN business demands that successful 
0 MV enterprises render the maximum of service, 

and this service requires the maximum of 
facilities for its accomplishment. 


ot 


~ — July. 24,..1927 


The United Publishers Corporation is a national institu- 
tion which manufactures everything that enters into its 
publications with the exception of the ink. 


The size of the organization, together with sterling prin- 
ciples, justifies the statement that readers of, and advertisers 
in, U. P. C. publications receive the maximum of service. 







Pe 
Os 


Ve 


N. Y. Building 
of U.P.C. 
239 West 39th St. 









A. C. PEARSON 
Chairman of the Board of 
the U.P.C. 
President of the Textile 
Publishing Co., N. Y.C. 


FRITZ J. FRANK 
President of the U.P.C. 
President of the Iron Age 





Publishing Co., N. Y.C. ; — a Pasi As 
¥ satis c. A. MUSSELMAN ye PE ’ 
i oe a — Vice-President of the ent wt wt th th tad tbs EF * 
TEU ay U.P.C. ' 
President of the Chilton 4 : erect, 


Class Journal Co., Phila. 


F. C. STEVENS 
Treasurer of the U.P.C. 
President of the Federal Philadelphia Plant of U.P.C. 

Printing Co., N. Y. C. me N. W. Cor. Chestnut and 56th Sts. 
Headquarters, Chilton Class Journal Co. 
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7 here use of facilities 


Forrest water power 
and paper mill at 
Newton Falls, N. Y. 


we 
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To manufacturers and advertising agents is ex- 
tended a cordial invitation to visit the various 


plants of the United Publishers Corporation. 
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—— by the keenest 


buying We de in the country 


In buying Tubular and Clinch Rivets these 
three points should be carefully considered : 


1. The metal form from which they are made. This 
is mighty important because of its direct bearing 
on the driving and setting qualities of the rivets. 


. How are they made—that is, are the details of man- 
ufacture such as to ensure the best results? 


. Who makes them? Tubular and Clinch Rivets 
were originated by us. For over fifty years we 
have been making them of metal which we know 
s “right,” and under the most efficient manufac- 
turing conditions. You may be sure, therefore, that 
our prices are based on honest values. 


THAT Te 


TUBULAR RIVET & STUD 
cout roraneie COMPANY 


J. L. McDEVITT 


Saggy an ag BOSTON 


EERE OIRO SEE TG EASE BERAS ULE | EERE 
LEFTIEA: LSE SNCs SLE GLOSS POY SEED SER ATH RIDES BEA BEES SCRAPERS 
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| ‘ : May dole 
There S some 3 : Haramers 


SOLD HERE 

satisfaction 
in selling 
the best! 




















When you hand your cus- 
tomer a Maydole there are no 
arguments to answer and 
there will be no complaints 

he knows it’s the best 
hammer that money can buy. 


The head is press-forged from the 
finest tool steel and the handle is 
made from clear, second-growth 
hickory,—air dried and put into the 
head “for keeps.” 


Maydole’s reputation for making the 
best has been established for over 80 
years. It will pay you to tie up with 
the Maydole reputation and Maydole 
consumer advertising. 


Your jobber has standard assort- 
ments and all types and sizes to make 
your stock complete. Write us for 
Catalog and useful Pocket Handbook 


23 C. 
May uu of ole 


Sas 


The David Maydole Hammer Co..Norwich NY 


1138 
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AMERICAN 
SCREW 
COMPANY 








Wood Screws Machine Screws 


Stove Bolts Tire ima 
joo Largest Stock  f 
Greatest Assortment 


a 


Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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Stanley “Zig-Zag”’ 
No. HO6 





Features of Stanley ‘‘Zig-Zag’’ Rules 


. Made of straight-grained maple, thoroughly sea- 
soned. The wood is carefully inspected both before 
and after the rule sticks are made. Absolute uni- 
formity in thickness and size of individual sticks, 


. Graduations are accurate and clearly marked. 
. Joints will withstand the most severe usage. 


. Metal tips protect the ends of the rules and retain 
the accuracy even after rough treatment. 


. Yellow or white finish. Very durable. 


THE STANLEY RULE AND LEVEL PLANT 
NEW BRITAIN, CONNECTICUT 
New York Chicago San Francisco Los Angeles Seattle 


HARDWARE AGE 


Every family has many uses for arule. 


11 


_A full line of Rules 


Carpenters, mechanics, and every -: 


other class of artisan, too. The 
Stanley ‘‘Zig-Zag’’? No. HO6 has uni- 
versal use. 


The hook feature shown on the left 
permits the use of this rule in inac- 
cessible places and in measuring 
beyond one’s reach. 





. Absolute accuracy. 








STA 


RULES 


The Stanley Rule Assortment. 
Placed on your counter, it will be 
a constant reminder to your cus- 
tomers that you have a full line of 
rules for their selection. 





The new Stanley Tool Book and 





Plan Service will increase your tool 


[ STANLEY ] “mai 
SW, 
aa L. 








STANLEY TOOLS 
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All Hands Point to 




















HE PEXTO name on a tool is 

/ important. It identifies our 

products and is your assurance 

‘of quality. Yes, it is even more—it is 

a mark of responsibility and is backed 

by over one hundred years of tool 
making experience. 


That’s the reason why the PEXTO 
Samson Bit Brace has found favor 
with Carpenters, Plumbers, Machin- 
ists and other trades, also Mine and 
Oil Field Operators. It is the original 
and genuine Ball Bearing Brace and 
has been the Mechanic’s choice for 
several years. 











There are many other tools in 
the extensive PEXTO line that are 
equally popular with the trade. You 
should have our No. 26T catalog 
handy for ready reference. 


The Peck, Stow & Wilcox Co. 


, SOUTHINGTON, CONN,., U. S. A. 


Po) 


YL 


No. 8000D series, with box ring 
ratchet—sizes 8, 10, 12, 14 & 16 inch. 





No. 8200D series with concealed 
ratchet—sizes 10, 12 & 14 inch. 
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()vercome the Summer 
Handicap-- 


Stimulate Your Sales. 


There’s no real reason why your customers should neglect 
their radio sets in warm weather—summer puts a flood of 
radio enjoyment on the air: concerts by famous bands and 
orchestras, sporting events of national interest. NOW is the 
time for you to push 


a STAR 
RADIO BATTERIES 


—they will improve the reception of any 
radio set! Powerful, silent, long-lived, they 
increase range and volume—and overcome 
the handicap of hot weather! 







: Ge The surprising power and long life in- 
4 / See ———— = herent in all Bright Star batteries is main- 

= tained by scientifi¢ manufacture—the cen- 
tral feature of which is the original Bright 
Star “Bag Type” cell construction. Bright 
Star batteries have earned their reputation— 
“Supreme in Every Test.” 













Millions of radio owners have been told 
about Bright Star batteries through our 
national advertising—NOW is the time to 
cash in on this large and growing consumer 
demand. Get in touch with your jobber, or 
write direct to us. 
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BRIGHT STAR BATTERY CO., INC. 


Main Office and Factory 
Hoboken, N. J. 


Branch: Chicago, III. 
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It’s Automatic 


The new Handy “A” Type Charger operates entirely auto 
matically. This is the feature your customers want. This 
is the latest radio development. The Handy forecasts the 
Fall demand. + » No switches to throw; no fuss and bother 

of connecting and disconnecting; no care required; noth- 
ing to be remembered or forgotten. You install the 
Handy — then forget it except for the occasional 
addition of water to the battery. » » Automatically, 
when the set is turned off the Handy gets busy at 
a 2 to2!4ampere rate to bring the A” battery 
back to full strength. * » And automatically, 


when the full “A” battery strength is reached, 
a relay operates and shuts off the charger. Sim- 
ple. Dependable. A Fully charged “A” battery 
every time you turn on the radio. * * The 
Handy employs a Raytheon type rectifier or a Tungar 
type oe combined with two relays. The series 
automatic relay which is a part of the Handy, takes 
care of the B power supply, turning the eliminator 
on or off depending upon whether the radio set 
is in use or idle. The Handy is a beautifully fin- 
ished accessory in its new green Krakle case. 
It offers a solution to the “A” battery charg- 
ing problem that thousands of radio owners 
are looking for. ’” Investigate.77Get a jump 
on the early Fall business. 77 Write 
for descriptive literature today.” 7” 





The HANDY 


AUTOMATIC 
CHARGER 


For those who have a charger, 

battery, “B” power unit and set 
this Separate Potential and Ser- 
ies Relay gives complete auto- 

matic control. Automatically 
connects charger to battery and 
shuts off when battery is full— 


$ 82° it automatically turns “B™ pow- 
* er unit “on™ and “off” as theset 


is turned “on” or “off.” A big seller to nearly all set own- 
ers. Ask jobber or write. 


INTERSTATE ELECTRIC COMPANY 
4343 Duncan Ave. St. Louis, Mo. 





NORTON Door Closer 


NORTON DOOR CLOSER CO. 


2900-18 N.Western Ave.- Chicago, Ill. 


July 21, 














1927 





Now !—Fall Business! 


Get ready for Fall business. Hammer and saw, 
trowel and brush, are feverishly at work on thousands 
of new buildings. Fall is the “dead-line’—they must 
be ready for October leases. That means big business 
in door closers; and it’s time to get into action now. 
How are you fixed to handle it? 

If you haven’t the NORTON in stock, you ought to 
get it—quickly. It’s a money-maker. There’s nothing 
like it. Has many individual features—wanted features 
—features known, endorsed, yes, demanded, by archi- 
tects, builders and owners everywhere. 

For instance, it controls the door all the way—never 
let’s go—easily adjusted--never too hard to open— 
never too fast for safe entrance; has new cold rolled 
steel piston—no binding, no warping, positive action, 
perfect performance; has new drop forged steel ear— 
can’t break, can’t bend, can’t ruin the closer; has 
special hold-open device, when desired; can check open- 


ing, when desired; and so on—important points you 


find only in the NORTON—points that mean much to 
your cash register. 


There’s big Fall business at hand. Stock up on door 


closers—NORTON’S—and cash the lion’s share of 
this trade in your vicinity. 


There is only One 
GENUINE 








Where the genuine, perfected NORTON Door Closer 
is manufactured 


OPVISION OF THE YALE & TOWNE MANUFACTURING CO. 


The Largest Exclusive Door Closer Manufacturers 
in the Worla 


























NORTON 
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CORBIN 


Wood Screws 

Drive Screws 

Coach Serews 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Steve Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Steve and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 

Speedometers 
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The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchousee—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 





UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 
' . : be 















ELECTRIC COOKING DEVICES 





Alert hardware merchants are constantly 
seeking opportunities for added business. 
Standard Electric Ranges afford such an 
opportunity. Electric cooking is on the 
increase. Standard Electrics—made_ by 
the oldest exclusive makers of electric 
ranges—offer a complete, well-established 
line; available on favorable terms. Let us 
send you the Standard catalogue and full 
details of our franchise for hardware 
merchants. 


The Standard Electric 


Stove Company 
Toledo, Ohio 
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Important News 
for the Hardware Trade 


“Mephiste Cools” 


After a temporary suspension due to 
the total destruction of our plant by 
fire, we are now in production. 


Our new factory is completely 
equipped with new machinery of the 
latest type. Our old organization is 
functioning 100%. 


Mephisto tools are so well known to 
the skilled mechanic that they need no 
introduction. With our new series of 
dealer helps, they are almost self- 
selling. 


Our new catalog is ready, show- 
ing several new Mephisto tools. 


The W. A. Ives Manufacturing Co. 
MERIDEN CONN. 


Notice 
change of 


address. 


66 . 93 
The “Premier 
Ball-bearing—Adjustable Tension 








Type 4001 


Quality and Economy Combined 


The “Premier” is a high gente hinge in every respect 
and is so simple to apply that considerable economy is 
the natural result. The only mortising required is for 
the removal of one rectangular piece at the corner of 
the door. 

The compression spring is made of the best tempered 
steel flat wire. It is well recognized that a compression 
spring has greater durability and or when made 
of flat wire, which is a characteristic of this hinge. The 
tension is adjustable. 


~-(CHICAGO)— 
SPRING HINGES 


Look for the Trade Mark 
Send for catalogue H 42 








Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S. A. 








GREEN’S 


P Improved 
4 STOCK BOXES 


For the convenient han- 
dling of shelf hardware. 
A strong, attractive box 
at low cost. 

Made in an assortment 
of sizes to fit every hard- 
ware need. 


Write for NEW Illustrated Price List 
THE GREEN CO., 250 W. 57th St., N. Y. 

















Strong Glass Heads 
Sharp Steel Points 


Moore Push-Pins 


To Hang Up Things 
27 Years Nationally Advertised 
Used in Homes Everywhere 


No} 1 
No. 2 


Moore Push-less Hangers 
A For Heavy Pictures, etc. 
| 


il i Handy 10c. packets. 


Send for illustrated folder 
No. 24 No. 25 No. 27 


and Price List includi 
Thumbtacks, White Ename 

Moore Push-Pin Co. 
(Wayne Junction), Philadelphia, Pa. 




















































Dre LADDERS 



























































7) 
= fees [ADDERS 
== == [ADDERS 
Se a pel METHODS 
5 Sess 
Cy To 510": adequate storage facilities for 
SS shelf stock—to make it accessible and con 


venient for clerks and stock men to handle with 

absolute safety—to insure quick service for whole- 

sale or retail _- Ee install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, val length hand grips, rubber tires, 

overhead track system, firm construction throughout, 

eliminate vibration and noise and produce a ladder 

of ample strength for safety, convenience and 

efficiency One style only—neat of design— 
attractively finished—any height — 

installed—meets most 















ALLENS 
Parior Furnace 


able Kind That Your 
Customers Expect. 

Exclusive features — Oldtime 

Fireside Cheer—Heat Radiat- 

ing Fins —make ALLEN’S ‘Thre 
the big seller in the above- TT Th 
the-floor warm-air furnace oS 
field. Complete details mailed 
on request. Write today. 


ALLEN MANUFACTURING CO. 
NASHVILLE, TENN. 
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UTENSIL 








Your Customers Want It 


They would pay a dollar for any good bake oven, 
browning pan, broiler or toaster . .. Aunt Sarah’s 


Oven combines the four in one . . . and still re- 
tails for only $1.00 ($1.25 in Rocky Mt. States 
and West). Now being used daily in almost 
200,000 American hames to prepare foods de- 
liciously over the single burner of any type gas, 
oil or gasoline stove. Saves fuel. Does away 
with large oven heat. Brings new cooking con- 
veniences. 


1 BAKES BROILS 
e apples, pota- e steaks, chops, 
toes, cakes, pies, bis- small poultry right on 


the broiling rack. 


Toasts bread, 
¢ muffins, t he 

e puddings, way they should be 
macaroni, casserole toasted . . . not too 
dishes, etc. crisp. 


cuits, puddings, 
poultry. 
BROWNS 








Cash Prizes for Aunt Sarah Dealers 


Every dealer with a stock of Aunt Sarah’s Ovens is eligible to 
enter a cash prize coritest that has just started. 28 prizes in 
all. Whether you win or not, your entry helps you build 
summer sales. Write for full details. Jackes-Evans Mfg. Co., 
bd +3 Main St., St. Louis, U. S. A. (Or you can ask your 
jobber. 











Aunt Sarah's 
OVEN 

















HARDWARE AGE 17 






OVE ave 
been waiting 
for this, 


Made in Three Sizes 





It’s a real tool, a necessity in every household and autoist’s 
kit. 

It’s accurately machined, attractively finished and backed 
by the broad MODERN guarantee. ~ 

The low price coupled with the high quality of the vise 
accounts for the big demand we are experiencing for these 
handy clamp vises. 


Size of Jaw Retail Price 


See your Jobber 
about our complete 
line of tool sharpen- 
ers and vises or write 
us. 





MODERN GRINDER MFG. CO. 
MILWAUKEE, WIS. 
74 Murray St., New York City 34 No. Clinton St., Chicago, IIL. 
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Do You Sell Tools 
That Fit the Work? 


You wouldn't sell a 
machinist’s hammer to a 
carpenter, because it 
wouldn’t fit his work. 





Neither do spanner 
wrenches, pipe wrenches, 
forged solid wrenches, 
chain tongs, and make- 
shift tools fit the heavy 
work of engineers and 


water connections, valve 
bonnets, etc. 


The use of such 


or polished surfaces of 
large nuts and _ unions, 
resulting in damage that 
often exceeds the cost of 
the tools. 


The COES 


wrench fits the above 


for it. It never slips and 
damages material, not 
even soft brass fittings. 
It applies maximum force 


ins. over all. 
is furnished on 
order. 


special 


you. 

















COES WRENCH CO. 


“In Business Since 1841” 


Worcester Mass. 
SELLING AGENTS 
3. C. MeCARTY &@ CO... ....-0.% 253 Broadway, New York 
JOHN H. GRAHAM & CO. ..113 Chambers Street, New York 
FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 
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pipe gangs on steam and | 


in a mechanically correct | 
way, and the KEY holds | 


the jaws absolutely rigid. | 


Three sizes: 28, 36 and 48 | 


A 72 in. size | 


Your Jobber will supply 





tools | 
jams and mars the finished | 


Key-Model | 


work exactly because it | 
° ° | 
is constructed especially 






Pre-Sold 


Some Hollow Screws can be sold 
on price—but they have to be sold 
on price. 








They only seem to have the “‘call”’ 
where a Dealer hasn't the stock of 
Quality screws. 








And then you meet the sales-resist- 
ance which always goes with the 
line you have to explain. 








It's a time- and profit-wasting job 
where one line has the demand, as 
in Hollow Screws. 






Take the line of least resistance 
by taking on the 30% stronger 
“ALLENS.” It only takes a letter 
to start things! 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Branch Offices: 


W. C. Stauble R. E. Gregory 
2909 Waverly St. 1029 Wesley Ave. 
Detroit, Mich. Evanston, Iil. 


, W. J. McRae 
320 Market Street 
San Francisco, Cal. 












E. P. Crawford 
3348 No. Park Ave. 
Philadelphia, Pa. 
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Ask Your Jobber About This 
Novel Sales Plan 


Sy DY Opoy 





Here is an opportunity for you to in- 
crease your file sales, and consequently 
your profits. It makes your store a 
partner in an energetic consumer adver- 
tising campaign, which is putting over 
the 


SIMONDS 


Special Hand Saw 


FILE 


It aids you in getting your share of this 
business now being turned towards 
hardware stores throughout the coun- 
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try. Thousands of carpenters and saw 
filers are asking for this new and more 
efficient file. There is no other file like 
it on the market. Dealers are stocking 
and selling it fast. 





| 


wa 


. 
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Ask your jobber’s salesman to explain the novel selling plan that is back of this file. 
He has all the details and can show you how it makes more sales for you. 


Link up your store with this plan. It’s new and logical. 


SIMOND 


Saw and Steel Company 


Hardware Department Fitchburg, Mass. 
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Coat and hat hooks 


UNIFORM steel wire, a full 10 gauge 
in thickness, is the wire from which 
these hooks are made. Strong, 
sturdy and well braced, they will 
bear the loads for which they are 
made, and profits are no exception. 

Sargent wire coat and hat hooks 
in the 3-inch size come in five 
finishes of steel wire — japanned, 
coppered, bright brass-plated, white 
enameled, and bright nickel-plated 
—and also in brass wire. The smaller 
and larger sizes, 2% and 3!% inch, 
are in the two finishes only on the 
steel wire—japanned and coppered. 
The three sizes all have the screw 
end long enough to screw into the 
usual 34-inch wood strip. They dig 


on which you can hang profits 


in deep wherever they are placed 
and hold tight. 

Sargent wire coat and hat hooks are 
by far the best of their kind. You can 
bank on their quality and strength, 
the uniformity of the wire, the 
finish, the sharpness at the point, 
and the firm-holding rolled thread, 
and you can bank on the fact that 
these hooks will sell. Your custom- 
ers, who know the excellence of the 
materials and workmanship that go 
into all Sargent Hardware, will 
choose these Sargent wire coat and 
hat hooks as a matter of course. 
Stock up the complete line and be 
ready to sell any customer who has 
a need for coat and hat hooks. 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 


New York: 92-98 Centre Street 


Chicago: 150 N. Wacker Drive 
(At Randolph) 


SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 








SARGENT 
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Say, Fellows, Get This ! 


ERT JOWITT is back this 

week with a brand-new 
course of instruction in show- 
card writing. It is the best he 
has done yet. He will give 
merchants and salesmen the 
most thorough, most under- 
standable series of articles on 
this important subject that you 
have ever seen. 

Show-card writing is not 
mercly for the talented few 
Bert Jowitt can teach you how 
to make high-grade cards if you 
will but follow his instructions 
as they appear in these columns. 

Every two weeks the articles 
will appear in HARDWARE AGE, 
giving you plenty of time to 
practice what has been ex- 
plained in the previous article. 
Here is your chance to make 
your services more valuable to 
the store by making the kind of 
show cards that have the “wal- 
lop’—the kind that build busi- 
ness and raise profits and sal- 
aries. Get on the band wagon 
today. Start the series now, and 
follow it through. 


ATTA 8OY EDDIE! 
AND Price SOMETHING we 
TICKETS Too 
Eoo'c/ 


ALWaNS NEEDED. 
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Simply insert 
in place of old 
knobs and spindle 


Places ' 
NOB-LO 


Where the Shoppers Can Pick it Up 


OB-LOC is the kind of a specialty that makes 

hands eager to pick it up. It arouses the 
curiosity of the passer-by to see two innocent knobs 
that give evidence of containing a lock. It is difficult 
to pass on without finding out how it works. 





























Then when the key is turned and it is found that 
the outside knob spins free and will not turn the 
spindle, the discovery usually results in a sale. 
— oO For almost every consumer who sees the operation 
of the NOB-LOC immediately recalls several places 
where he could use such a handy device. 
herd NOB-LOC wins its way to the consumer’s pocket- 
NO CUTTING book because it fills a need like no other device on 
wos the market. To install it takes less 
, \_ __ than three minutes—and the pur- 
a IT S A KNOB AND chaser need not even be a handy-man. 
g Loosen the set screw on the old 
(cs q ne eens alee knobs and remove— insert the NOB- 
ALL IN ONE LOC spindle, screw on the other 
for knob, tighten the set sctew—and a 4 
(5) ENTRANCE DOORS door with an ordinary latch becomes ‘| 
GARAGE DOORS a door with amazing security. No rs 
NO DRILLING APARTMENT DOORS cutting. No drilling. No marring. . 
a WARDROBE DOORS NOB-LOC sells rapidly at its retail 
SCREEN DOORS price of $2.50 complete. It contains 
re BEDROOM DOORS a cylinder lock and fits any door. 
Ne OFFICE DOORS It is finished in dull brass and is 
D iat sold with two keys. 
OUT BUILDINGS OF Order through your regular 
Le EVERY NATURE source of supply 





NO MARRING 











McKinney Manufacturing Company, 
Pittsburgh, Pennsylvania 


McKINNEY MANUFACTURING COMPANY Please send me complete information about 


Nos-Loc. 





Pittsburgh, Pennsylvania 


Offices ‘ a a ae ep attae ae 
BOSTON, NEW YORK, BALTIMORE, CHICAGO, SAN FRANCISCO 7/21/27 HA. 
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By Llew S. Soule 











Problems 


OMEHOW we never seem to get away 
from problems. From the time we get 
our first taste of reading, ’riting and 

’rithmetic, until the curtain is pulled down 
on our business careers, we face problems— 
and problems are good for us. 


If it were not for the continual influx of 
problems business would be a monotonous 
and uninteresting treadmill. It is the prob- 
lem that gives spice to business and makes it 
worth while. It is the solving of problems 
that makes salesmen out of clerks, and mer- 
chants out of storekeepers. 


Must Develop Men 


Practically every mail brings us a letter 
from some wide-awake hardware merchant 
who is wrestling with some problem, the so- 
lution of which will fit him better to tackle 
the next business obstacle. 


A few weeks ago we received the follow- 
ing interesting letter from a Montana hard- 
ware man: 


“The hardware and implement business is more or 
less a community problem, but one in which the 
solution depends more on the individual than on 
finance, display, advertising, etc. It would seem to 
me that the most important problem yesterday, to- 
day and tomorrow is the development of the right 
kind of men in the hardware business. 


It takes years to make a retail hardware man. 
Hardware merchandising is as much a profession 
as that of the doctor or lawyer. 


The big job ahead is to make hardware selling and 
serving more attractive to the few young men of 
the right kind, now starting in the profession, so 
that they will be able to step into the shoes of the 
bosses, or into management jobs. 


The present system does not develop them suffi- 
ciently. They should know all about mail order 
goods and systems; chain stores and methods; how 
to buy, sell and keep up stock; how to figure so as 
to make a legitimate profit. They should attend 
conventions, travel around a bit and go over things 
with salesmen and managers in other stores. Our 
own business solution depends on making those in 
our employ even more efficient than we ourselves 
are.” 


The man who wrote that letter is well on 
the road to solving his own greatest problem. 


The Salesmen Problem 


A merchant in Michigan has a different 
problem. He writes as follows: 


“So many salesmen call on us every day that I 
hardly have time to do my regular line of work. 
I believe that salesmen in most cases are making too 
frequent calls. Orders are smaller, which increases 
the cost of goods to us. 

There are too many specialty men on the road, 
and we merchants are making a mistake, I think, 
in patronizing too many of them. This practice 
lessens our volume with our regular connections.” 


Possibly the small orders referred to are 
largely responsible for the condition de- 
scribed. So long as merchants continue to 
buy on a hand-to-mouth basis salesmen will 
be forced to call on a hand-to-mouth order 
basis. The day of buying for six months 
ahead is past, but the pendulum in many 
cases has swung too far in the other direction, 
thereby introducing more problems. 


As the Traveler Sees It 


Not to be outdone, a traveling salesman 
submits a problem of his own, but one which 


(Continued on the next page) 
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deals with these of the merchant. He says: 


“My greatest problem, on the road,.is to get the 
merchant to give the time and attention he should 
to the selection of merchandise. Goods properly 
selected at the right time and in the right quantities 
solves fully half of the dealer's problems.” 


Another perplexed traveling man backs 
up his brother salesman by inquiring just 
what the office hours of a modern hardware 
merchant are. He says: 


“On a recent trip I called on twenty-four stores, 
and only got to see three of the proprietors. It was 
in the middle of the week, too. After visiting four 
stores in one town without meeting a single man 
with authority to buy goods, I drove past a golf 
course, and saw the four truants chasing the ‘Scotch 
Pill. I don’t object to their playing golf, but it 
strikes me that some one with authority to buy 
goods, open accounts, etc., should be on the job 
whenever the boss is away.” 


We can’t help but sympathize with these 
two Knights of the Grip. Proper selection 
of merchandise is a fundamental of good re- 
tailing. Also we can picture the face of the 
second salesman’s boss when he views a 
weekly expense book and only three actual 
contacts. All this adds to the general over- 
head we are all kicking about. 


Un-needed Stores 


A Minnesota merchant is facing still an- 
other problem. In his letter he says: 


“Our greatest problem is in meeting the compe- 
tition of dealers who do not know the cost of doing 
business. Men without experience and little capi- 
tal are frequently set up in business by some dis- 
tributors who think they see a chance to get the 
trade away from some dealer who is not a good cus- 
tomer of theirs. This is being done~in localities 
where a merchant already has a good. going busi- 
ness, and when there is no real need for another 
store.” -wi 


It would be well for some_distributors to 
bear in mind the fact that a store must fill a 
demand; it cannot create one. Consequently 
a new store started in a district already ade- 
quately served can result only in demoral- 
ized conditions, lack of profits, unpaid bills 
and eventually bankruptcy. 


* * * * 


Autos on Installment 


A hardware jobber’s salesman, who recog- 
nizes the fact that most hardware problems 
are ones which affect the entire trade, writes 
as follows concerning certain phases of in- 
stallment selling: 


“I am not a hardware dealer, but try to fulfill the 
arduous duties of a road salesman for a hardware 
jobbing house. Of course, the problems of‘ the 
hardware dealer are also our problems, and what 
affects him has a like effect on us. j 


My belief is that the greatest problem which 
confronts us mutually is the partial payment plan 
adopted by automobile manufacturers and dealers, 
which permits the man of slender means to under- 
take the purchase of an automobile, paying for 
same on a monthly basis. These payments he is 
bound to make, or have the auto taken away from 
him. 

In the meantime the hardware merchant, the 
butcher, the grocer, etc., are kept waiting for the 
money due them. In many cases the legitimate 
accounts are never balanced, but the automobile is 
paid for on schedule time. This is a big problem, 
as I view it, and I do not know the solution.” 


Our salesman friend is right—it is a big 
problem. However, we are rather inclined 
to believe that it is a problem of collections 
rather than of selling. If the hardware man, 
the butcher and the grocer will extend credit 
only on a businesslike basis, and will insist 
on collecting promptly when bills are due, 
they may shift their problem to the shoulders 
of those who sell cars on the payment plan. 
At any rate such methods will help to mini- 
mize the problem. 


* * * * 


The Problem of Self 


Finally we come to an eastern merchant 
who goes directly to the root of his problem. 
He writes: 


“TI consider myself as my greatest problem. I also 
consider myself as my greatest competitor. To sum 
up in a nutshell the fault I have in mind; I might 
say that it is the lack of organized persistent effort 
in the proper direction. 


This covers every phase of our business. ,As the 
man, so the business. When a hardware dealer 
thmks and acts seriously on his improvement, he 
will be more successful in his business. 


All things being equal, he enjoys the preference 
in his community. The business is there, plenty 
of it. There is no one compelling him to take it 
or stopping him from getting his share, except 
himself. He does it by failing to continually em- 
ploy proper business methods which are necessary 
in this day of keen competition. 


Let us come down to earth and look ourselves 
over. Pick out the things which are harming us 
and discard our faults. Put in new ideas and up- 
to-date methods, with plenty of the “go-get-it” spirit, 
and we will find throughout the hardware trade 
that business is good.” 


Evidently problems, like charity, begin at 


home. So the solution is largely the result 
of individual thought and effort. 


But—may the day never come when there 
are no hardware problems, because then 
there would be no hardware merchants. 
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$25,000 in Radio Business From 
a Tenth of Floor Space 


Southwick Hardware Co., Lynn, Mass., gets quarter of 
store’s total business from its 150 feet of floor space. Intelli- 
gent merchandising brings about rapid growth. 


space to a radio department, the Southwick Hard- 

ware Co., Lynn, Mass., sold more than $25,000 
in sets and necessary accessories during the year 1926. 
Exactly 150 sq. ft. of floor space takes care of this sec- 
tion with it’s sales representing nearly one-half of the 
sales in all other departments combined. In a nutshell, 
one-tenth of the floor space is bringing in about one- 
quarter of the total store business. 

Radio sales in 1925 were $16,000 and in 1924 only 
$2,100. The rapid growth in three years is the reflec- 
tion of intelligent merchandising. 

George B. Goodell, manager of the radio department, 
became interested in radio 


BY cae approximately one-tenth of it’s floor 


dised and intelligently serviced would develop into a very 
profitable venture. In 1923 we organized a service de- 
partment to assist customers in getting the maximum 
service from their radios. Naturally we constantly run 
into many difficult problems, but have been able to please 
the majority of customers. For a long time we sold 
kits to customers who wished to build their own sets 
but this proved rather unsatisfactory and troublesome 

as very few customers were able to build efficient sets. 
“At this stage of the game we realized that manufac- 
tured sets represented the handiwork of the most skilled 
radio and electrical engineers, who were far more compe- 
tent to make radio sets than were the average customers. 
We quickly closed out our 


several years ago. He built Here are the radio department and the radio window display entire stock of parts and 
a crystal set for his own of the Southwick Hardware Company, Lynn, Mass. Radio kits and established a de- 


use. It worked very well 
and caused several custom- 
ers to.ask Goodell to make 
sets for them. Then came 
the popularity of one tube 
sets. Southwick Hardware 
Co. stocked parts and built 
several sets for regular cus- 
tomers. These were built 
only on order and proved 
very popular and profitable. 

As. R. W.. Southwick 
puts it,.“‘We realized at an 
early date that the radio 
business properly merchan- 








has been a profitable line for the Southwick Company. ' partment of 


















reputable, 
well-known standard radio 

\ receivers and the necessary 
accessories. 

“Today we handle only 
one high grade line and 
are recognized as the local 
agent for that set. We 
conduct a service and re- 
pair department, have a 
crew of radio men and a 
truck available for this 
purpose. These men _ in- 
stall and repair sets. We 

(Continued on page 72) 
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Two Important Pamphlets 


Article II—“Hardware Store Survey” for 1926 Business 


By Saunders Norvell 


HE “Hardware Store Survey” is a compilation of 
1,284 hardware retailers for 1926. A careful study 
of this pamphlet is certainly worth while. There 
are not only tables and statistics, but also simply and 
directly stated conclusions or explanations from these 
figures. 
* * * 

The outstanding thought that comes to one after read- 
ing this pamphlet is that the fundamental principles and 
trends of modern business are relentlessly working out 
to their logical conclusion, and this conclusion is shown 
by the experiences, as given in their figures, of these 
various groups of retail hardware dealers in small and 
large towns. It is quite evident that the dealer not able 
to do a volume of business over $25,000 will find it next 
to impossible to make any net profit doing business in a 
large city. This group of dealers, by the tables, is 
shown to be in the red. Of course, this is natural. In 
large cities, rents are high. The cost of living is high 
and clerks must be paid better salaries. With a small 
volume of sales, the percentage of the cost of rent, sala- 
ries and other necessary expenses is higher than the 
business can stand. The conclusion, therefore, is that it 
is almost committing business suicide for a small dealer 
with limited capital to attempt to do business in a large 
city. 

* * * 

The largest percentage of profit (18.92 per cent) on 
the investment was achieved by a group of dealers doing 
a business of over $100,000 in towns with a population 
of under 1000. This means that dealers in such towns 
must be drawing their business from a very rich sur- 
rounding country and, at the same time, must be enjoy- 
ing the benefits of the low rents and the low cost of 
doing business of a very small place. 

* 7 * 

The next group of dealers that did very well on their 
percentage of profit (12.87 per cent) on the investment 
was those doing a business of over $100,000 in towns 
with a population of between 3500 and 10,000. Here, 
again, we see large volume with the possibilities of a low 
expense account. 

* * * 

Now, when we glance over the table to the results of 
dealers in large cities, we find that the highest percentage 
of profit (12.56 per cent) on the investment was achieved 
by that group of dealers selling between $40,000 and 
$60,000, in cities with a population of over 50,000. It is 
a curious fact that in this group of dealers doing business 
in large cities, all of those doing a business of under 
$40,000 make a very unsatisfactory showing, while the 
dealers in the same class of large cities doing a business 
of over $60,000 also only do fairly well. It is not dif- 
ficult to guess at the reasons. In the first groups, with 
a volume of sales under $60,000 their volume is not 
enough to carry the expense overhead. Then, when 
sales of $60,000 are passed, we conclude that the busi- 
néss is organized on a more generous basis. By this we 
mean that there are probably more executives and man- 
agers. They draw good salaries and add very much 


to the expense burden. In other words, it would seem 
that in the ideal hardware business with sales of $60,000 
per year the business is not so large, but the proprietor 
can keep his eye on the entire business. No doubt the 
proprietors in businesses of this size work hard them- 
selves and get the full measure of return out of their 
clerks while, on the other hand, in larger businesses 
there are more managers. In the latter class of business 
the proprietors possibly spend more of their time in their 
glass offices, so we have more expense and less super- 
vision. 

It is interesting to note from these figures that the 
stores with a regular volume of over $60,000 almost all, 
without exception, make a fair net profit on investment, 
but, of course, some of these stores, by reason of good 
management or greater opportunities, make a very good 
and satisfactory showing. 

* * 

An outstanding fact in a study of sales per salesman 
is that, without exception, the sales per salesman were 
greater as the total volume of the stores increased. 
From this we conclude that in the larger stores, even if 
they are better salesmen and better paid salesmen, the 
salesmen work harder. In the small stores we would 
conclude that salaries are small, clerks inefficient and a 
good deal of loafing and unnecessary conversation is the 
order of the day. This report indicates that, in the long 
run, better salesmen at higher salaries are more profitable 
than poor salesmen at low salaries. 

* * * 

It is also indicated that the stores enjoying a large 
volume of sales have a much faster stock-turn than the 
small stores. There, of course, may be several reasons 
for this. Most of these large stores are in larger cities 
where they can obtain their supplies without delay, while 
the great majority of the small stores are in small places 
where their supplies are not delivered as promptly. 

* * * 


A very interesting chapter of the pamphlet is devoted 
to credit and collections. It is found naturally that the 
character of the business and the location have much to 
do with credits. It can easily be seen that the smaller 
the population, the longer the credit time allowed cus- 
tomers. In other words, in the small cities, there are 
long credits, while in the large cities a heavier percentage 
of cash, or short-time, business is done. There are very 
interesting figures indicating the percentage of excess 
cost of carrying accounts for cash sales. Every retail 
merchant should carefully study this part of the pam- 
phlet because I do not believe it is generally understood 
that carrying accounts is so expensive. 

* * * 
The pamphlet is divided into four parts, as follows: 
Foreword. 
A Survey of Average Stores According to Size of Town. 
An Examination of Selected Individual Stores According 
to Size of Town. 
Planning for Profit. 


The foreword appropriately starts with a quotation 
from Herbert Hoover, viz: - 
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“Commercial progress in industries has always been meas- 
ured by the advance in knowledge of those engaged in the 
industry.” ro er 


Here are some quotations from this section of the 
pamphlet : 
“In this study much emphasis is placed on the volume of 
sales for each person employed, as salaries absorb about half 
the margin in most stores. . 


“Fast stockturn has been praised as the one factor which 
would insure profit for any business. That it will do so has 
not been proved satisfactorily, for too much of the discus- 
sion has been a reflection of personal opinion rather than 
the results of a study of actual figures. In this pamphlet 
an effort will be made to discover as accurately and scien- 
tifically as possible, without bias or prejudice, just what in- 
fluence stockturn has on margin and expense, the factors 
determining profit... . 

“No business so standardized as hardware retailing can ever 
hope to secure a larger share of business or increased profits 
without analyzing and planning. If the merchant does not 
analyze the past and build a plan on such an analysis, he can 
only leave the future to blind chance and hope for a lucky turn 
of the wheel of fortune. 

“Four pages were given the pamphlet last year on how to 
analyze a business. This year eleven pages are devoted to 
the topic, ‘Planning for Profit.’ A method of analysis is 
presented and applied to the actual figures of a hardware 
store. From the analysis is built a plan of action for mak- 
ing the store more profitable. It is hoped that the discussion 
will lead hardware men to analyze and plan their business 
in like manner.” 


A Survey of Average Stores According to Size of 
Town 


THE Most PROFITABLE BUSINESS IN 1926: 


Except for the largest stores in towns under 1000, 
from which the number of returns were not sufficient 
to give representative figures, the most profit on invest- 
ment was made by stores with sales over $100,000 and 
located in towns of 10,001 to 50,000 population—12.87 
per cent. The poorest showing was in stores selling less 
than $25,000 in towns of over 50,000 population. 


EXPENSE IN PROPORTION TO MARGIN: 


Some merchants congratulate themselves on having 
a very low expense, but low expense in itself means 
nothing unless it is less than margin. What relation do 
the several expense items bear to margin? 


EXxPENSE—PERCENTAGE OF MARGIN: 


Some interesting facts stand out when salaries are 
expressed as a percentagé of margin. First, the groups 
in which over 50 per cent of the margin is paid out in 
salaries showed either a loss or a return of less than 6 
per cent on investment. Second, stores with salary ex- 
pense under 45 per cent of the margin earned over 10 
per cent on investment. 

Rent each year absorbs an increasing part of profits. 
Rentals were one-fourth higher in 1926 than in 1922. 
Probably the increase will continue for some years. Few 
stores paying over 20 per cent of the margin in rent can 
show a profit. 


EXPENSE DISTRIBUTION: 


The following expenses generally increase with the 
town’s population: Salaries, office supplies, store sup- 
plies, telephone and telegraph, delivery, rent, heat, light 
and water, insurance, taxes and unclassified expense. 
Expenses that show a downward tendency are donations 
and losses on notes and accounts. The reduction in 
losses on notes and accounts is due to the fact that a 
smaller proportion of the sales in larger towns is on 
credit. 
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There is no general tendency in regard to deprecia- 
tion, repairs or interest on borrowed money. 


Wuat Errect Has Stockturn ON ProFit? 

Few questions in regard to merchandising have 
aroused as much discussion as stockturn. It is called by 
some the most vital part of merchandising ; others main- 
tain stockturn has little to do with efficient merchandis- 
ing and less with profits. The truth apparently lies mid- 
way between these extreme opinions. 

How does the hardware man stand in regard to stock- 
turn? 

In 1922 the average stock was turned once in 5 months 

6 days. 

In 1923 the average stock was turned once in 5 months 

2 days. 

In 1924 the average stock was turned once in 5 months 

6 days. 

In 1925 the average stock was turned once in 5 months 

9 days. 

In 1926 the average stock was turned once in 5 months 

8 days. 

The average piece of hardware is sold about five 
months after purchase. 

Stockturn normally rises with the volume of sales. 
The variation is from 7% months with stores having a 
volume of less than $25,000 in towns of 3501 to 10,000 
to 4 months in stores having a volume over $100,000 in 
towns of 1001 to 3500 population. Stockturn shows 
little increase with the size of town, although slightly 
faster in towns over 50,000 population. 

The conclusions drawn from the investigation of stock- 
turn indicate: first, margin generally falls with increased 
stockturn; second, expense up to a certain point falls 
faster than margin, leaving a larger net profit; third, 
the best profit is obtained by stores having an annual 
stockturn of between three and three and one-half times, 
or a stockturn each three and one-half to four months. 
It should be possible to maintain the margin and at the 
same time secure the benefits, through reduced overhead, 
of faster stockturn. 

An interesting point brought out by the tables given 
here and by supplementary studies not shown is the 
closer relationship between volume of stock and number 
of persons employed than between sales and number 
employed. That is, a store with $90,000 sales and a 
$30,000 stock will have more employees than a store with 
the same volume and a stock of $20,000. 

The study of stockturn discloses immediately that 
there is need for more efficient stock control. In the 
smaller stores this must be accomplished largely through 
observation and a close personal knowledge of the stock. 
As the volume of sales increases more detailed records 
are needed. It is also important to keep in mind that 
fewer employees and a smaller labor expense accompany 
increased stockturn. 

In addition to the benefit of lower salary expense, the 
store with a faster stockturn is always in a position to 
buy new or special goods and is less often out of sea- 
sonable items because it has less stock to watch. It can 
also show a greater variety of merchandise in the same 
space than the store with the very large inventory. 


Cost oF ExTENDING CREDIT: 
The cost of conducting the credit part of a business 
is known to be a considerable factor in expense but no 
effort has been made heretofore to discover the cost. 
There are three factors to take into consideration: first, 
interest for the length of time the account is uncollected ; 
second, losses on notes and accounts and cost of collect- 
ing which, of course, are chargeable against the credit 
(Continued on page 69) 
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This Store Combines Electrical 
Fixtures and Builders’ Hardware 


junction with builders’ hardware can become one 

of the most important branches of a retail hard- 
ware business is attested to by the Aufdemkampe Hard- 
ware Co., Cincinnati, which has substantially increased 
its sales of electrical goods in the past few years. 

By soliciting sizable contract jobs in an intelligent 
manner and by giving satisfactory service to its cus- 
tomers, this store has put itself in a position in which it 
is competing successfully with the electrical contractor- 
dealers in Cincinnati. It is enabled to turn its stock four 
times a year. Such a record has not been attained by 


P i “SHAT electrical fixtures for the home sold in con- 


waiting placidly for people to come into the store to 
make purchases. Instead it carries its selling campaign 
direct to the prospective buyer’s home or office. In this 
way the company does a city-wide trade in electrical 
merchandise, despite the fact that it is located in the 
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Successfully Combining 

Electrical Fixtures ‘and 

Appliances with Builders 
Hardware 
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Approximately eighty-five per cent 
of the electrical sales of the 
Aufdemkampe Hardware’ Co., 
Cincinnati, are made up of elec- 
trical fixtures for the home, but 
they do not all go into new homes. 
Remodeled homes are also a 
profitable source of business. 
Electrical fixtures go out of style 
like anything else and new ones 
are constantly being demanded. 
Nothing shrieks for . replacement 
like an out of date electrical fix- 
ture. Aufdemkampe finds these 
items tie up well with builders’ 
hardware and are a profitable line. 


western section of the community far outside the down- 
town shopping belt. 

One of the best ways of securing business has been 
for the company to follow up building permits issued by 
the Cincinnati building inspector. Bids on both the 
builders’ hardware and electrical fixtures for new houses 
are submitted to the owner or to the general contractor. 
While there is severe competition for this type of job, 
each sale amounts to a considerable sum and the volume 
of trade during an entire year reaches liberal propor- 
tions. Concentration of sales effort on the contract work 
involving the fixtures for a new house or for a new 
business structure has brought about an expansion of 
the company’s activities in the electrical line which would 
not have been possible if transactions were confined 
within narrower limits. 

Examination of the company’s records shows that ap- 
proximately 85 per cent of its electrical sales are made 
up of electrical fixtures for the home. But by no means 
do all of these fixtures go into new homes, for the home 
owner who is remodeling his house is’a profitable source 
of business. Styles in electrical fixtures change the same 
as styles in furniture and other household goods. When- 
ever extensive remodeling of a house is planned, it is 
safe to say that the structure is sufficiently old that the 
electrical fixtures from a style standpoint are anti- 
quated. It is not surprising, therefore, that new electri- 
cal fixtures should constitute one of the essential items 
of investment allotted in the remodeling bidget. 

However, even if the owner has not included new 
fixtures in his plans, it is a comparatively easy matter 
to bring to his attention the necessity of providing them. 
Generally the cost is but a small percentage of the total 
amount to be expended for improvements, and it is this 
fact which is brought home in a telling manner by the 
representative of the Aufdemkampe Hardware Co. who 
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The builders’ hardware display cases of the Aufdemkampe Hardware Co., Cincinnati. Below: Display of bathroom fix- 
tures in the same store. 


calls on the prospect. It is this aggressive solicitation 
which accounts for the large sales to people remodeling 
their homes, the total making up 25 per cent of the 
annual electrical fixture trade. 

Owners of dwellings who are in the market for elec- 
trical merchandise also are reached by means of a cata- 
logue which is printed and distributed about four times 
a year to a mailing list of more than 20,000. The cata- 
logue is comprehensive, giving a detailed description of 
each item and the selling price. The results from this 
method of advertising have been remarkable. 

While a great deal of electrical fixture business is 
done outside of the store through sales representatives, 
elaborate display rooms are maintained on the ground 
floor of the company’s building. Here there are three 
1ooms, each of which is 15 feet square. In one of the 
rooms bedroom fixtures are arranged in an attractive 
way so that customers may examine all styles and sizes 
with the least possible effort. At one side, running 
the entire length of the room, is a display stand ar- 
ranged in three tiers. The bottom part of the stand is 
a cabinet in which stock is kept. In addition, overhead 
fixtures depend from the ceiling so that they can be 
seen in their natural surroundings. The lighting is so 
planned that from a wall switch all of the overhead fix- 
tures can be illuminated simultaneousl¥f at the same time 
permitting the customer to make a closé inspection of the 
fixtures on the display stands under the best conditions. 

Living room and dining room fixtutés are on exhibit 
in the second room, while the third is devoted to a sim- 
ilar display with the addition of porch brackets and bath- 
room lighting fixtures. A particularly pleasing display 
is that of the bath-room lights, which are grouped with 
bath-room fixtures in special cases’ at one side of the 
room. This concentration of attention on bath-room 
furnishings has resulted in a healthy ineréase in the sale 
of those commodities. 


At the front of the second floor, adjoining the electri- 
cal fixture display rooms, is a room given over entirely to 
the showing of builders’ hardware. Hardware for garages 
is grouped along one wall, while a general line of goods 
is on exhibit across the room. 

The proximity of the electrical fixtures and the build- 
ers’ hardware is the result of the company’s policy of 
linking these two commodities together whenever pos- 
sible. By bidding on both when contracts for a new 
house or for a remodeling job are about to be let, the 
company often is able to supply the electrical fixtures 
when it is unsuccessful on the builders’ hardware, and 
vise versa. Furthermore, on many occasions it is suc- 
cessful in selling both. “Altogether, the firm’s investment 
in electrical fixtures and in builders’ hardware has been 
fully justified and has been the means of adding substan- 
tially not only to gross sales but to net profits. 
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By Joseph Bertram Jowitt 


A Complete Instruction Course 


in Show Card Writing 


Chapter One—Single-Stroke Roman Alphabet 


BEGINNER at show-card 
writing has everything in 
his favor. Today, oppor- 

tunities for those who are ambi- 
tious to learn this necessary busi- 
ness aid are offered on every 
hand. Expert show-card writers 
with years of experience are 
ready to impart their technical 
knowledge to the novice, illus- 
trating and explaining in elemen- 
tary form the why and wherefore 
of the single-stroke brush. The 
manufacturers of show - card 
brushes, pens and supplies have 
made rapid progress along the 
lines of modern tools for the 
show card writer. Think of a 
red sable lettering brush so per- 
fectly constructed that it requires 
no “breaking in”; with the first 
stroke it will be as even as a 
chisel edge, without a single hair 
out of alignment. 

This is the first installment of a 





series of four lessons on the 
single-stroke show card Roman 
alphabet explaining the construc- 
tion of the capital and lower-case 
letters A, B, C, D, E, F,G. The 
planning or laying out of a show 
card is the first step to be con- 
sidered by a beginner. The al- 
phabet is taught in the primary 
schools by the spelling of simple 
words instead of the old system 
of A, B, C, etc., likewise show- 
card writing is taught in the same 
manner. By this system the be- 
ginner not only acquires the 
proper letter formation but spac- 
ing and layout at the same time. 

There is no definite rule for the 
space allotment between letters 
and words—this is all gaged by 
approximates. Study and prac- 
tice will school the beginner’s 
eye until he will unconsciously 
learn to space correctly. The let- 
ters A, K, M, W, X, Y will nat- 
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urally occupy more space than the letters E, F, H, I, J 
and L, and the space between words would naturally be 
governed to a great extent upon the amount of copy to 
go on the show card. 

The show cards illustrated herewith are one-half 
sheets, measuring 14 x 22 in.; this is one-half of a stock 
size full sheet 22 x 28 in. A dark blue cardboard mat 
frame 2% in. wide was cut out and pasted over each 
show card; this will en- 
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French Roman, Old English, German Text, Mongrel 
Roman and all type faces where the strokes are com- 
posed of thick-and-thin bars. 

The Egyptian alphabet, which is sometimes called 
“gothic” or “block,” is a heavy-face type with all strokes 
of equal width. 

In forming the capital letter A only three basic strokes 
are required, as the arrows indicate on plate; the “spurs” 

which finish off the letters 





hance the appearance of the 
plainest lettered card and 
prevent it from warping or 
bending over in the win- 


dow. LANEY 
A beginner should never 


aS 


attempt to letter a show 
card of any kind without 
first ruling off all guide 
lines with a hard lead pen- 
cil. Two lines are neces- 
sary for the capital letters 
and four lines for the lower- 
case letters (see illustration 
on alphabet plate). 

The Roman and_ the 
Egyptian alphabets are the 
two standard alphabets for 
show-ward writing. All 
other types and designs are 
extractions of these two 
orthodox alphabets. 

The Roman alphabet is 
the foundation for the fol- 
lowing designs of “thick 
and thin stroke” alphabets : 





In the making of show cards today 
the writer holds the brush just as he 
would to write or draw anything else. 
Do not rest one hand upon the other, 
as was the way formerly. The heel 
of the right hand and the knuckle of 
the little finger serve as a support for 
the hand in writing. This allows the 
brush to be swung around the curves 
of the letters in a natural way. It is main ageing 
very simple and when the student of @ 
card writing realizes this his work 
will commence to show the touch of : 

the expert. C 


are made with the tip end 
of flattened-out brush. In 
forming the loop strokes of 
the capital letter B, bear 
lightly but gradually on the 
brush until the thickest part 
of loop has been reached. 
Then by gradually releasing 
pressure, the brush will 
spring back to its chisel- 
point shape, and the stroke 
will end in a fine line. This 
same rule applies to the let- 
ters C and D, only the loop 
strokes are made in the op- 
posite direction, as the ar- 
rows indicate. The letters 
E and F are very much 
alike, with the exception of 
stroke 4, which changes an 
The basic 
part of the letter G is iden- 
tical with that of the letter 
with the exception of 
strokes Nos. 3 and 4. 
(Continued on page 71) 








Spencerian script, Italic, 





The show cards reproduced here 
are 14x22 (half sheets). A dark 
blue cardboard mat frames the 
job in each case and enhances the 
appearance greatly. It also pre- 
vents their warping and bending. 


Show (ards 
that are 
distinctive 






Note the use of illustrations taken 
from the advertisements in Harp- 
WARE AGE. These ads show the 
exact items you have to offer, and 
add a very artistic touch to your 
finished product. Colored pictures 
may be used with telling effect. 
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Windows—Hinged and Pivoted 
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By W.N. Thomas 


Editor’s Note—This is the twenty-first and last of a series of articles on builders’ 
hardware appearing in the columns of HARDWARE AGE. 


W liters there are a great many more “Double- 


Hung” windows than there are of those which 

are “Hinged” or “Pivoted,” still the latter two 
kinds offer a considerably larger variety of conditions 
or problems for the hardware salesman, with the at- 
tendant large assortment of hardware devices to meet 
these varying conditions. 

It is the custom to call windows hinged at the side, 
and which do not extend to the floor level, ‘““Casement 
Windows.” When they do extend to the floor level 
they are generally spoken of as “French Doors” or 
“French Windows.” These were considered in an 
earlier article, so in this only “Casement Windows” will 
be considered. 


Fig. 1 





Casement windows may be single or in pairs, and they 
may open in or open out. 

Generally they will be found to open out as it is not 
considered good construction to have them open in on 
account of the difficulty of making them weather proof. 
Again, when they open out they interfere less with the 
curtains, draperies and screens. 

If for any reason they are made to open in they may 
be hung on either loose-pin or fast-joint butts. As the 
windows are usually recessed from the inside wall they 
cannot open more than 90 or 100 degrees, so the butts 
need be no wider than required by the thickness of the 
sash. Butts 3 x 3 will usually be right for sash 13 in. 
thick and 3% in. x 3% in. for 134 in. sash. Because 
of the exposed position of these sash in the outside 
walls of the building the butts should be of solid brass 
or bronze so they will not rust. In an inexpensive 
building where all the woodwork is painted and economy 
in the hardware is important, galvanized butts with brass 
pins could be used provided they are painted with the 
woodwork. If the sash open out they should be hung 
with fast-pin butts of solid brass, but they need not be 


highly finished as they are not seen from the inside when 
the windows are closed. If it is important to keep the 
price low, galvanized butts with brass pins may be sub- 
stituted for the solid brass, but in no place should gal- 





Fig. 4 


vanized butts with steel pins be used as it will be only 
a short time until they will rust and make it quite diffi- 
cult if not impossible to open the sash. 

It is good salesmanship to always recommend the 
solid brass or bronze butts as being the best to use be- 
cause they do not rust and should continue to give satis- 
faction indefinitely. If the owner, for reason of price, 
should decide to use the galvanized brass pin butts, it 
is well to explain that while galvanizing will, for a while, 
be reasonably rust resisting, it will in time, when exposed 
to the weather, be overcome by the rust with the usual 
result. Of course, painting will very materially prolong 
the life of steel or iron. It is always very important 
that your customer should understand thoroughly just 
what he is buying and what service he has a right to 
expect from it. This is the foundation upon which a 
continuing successful business is built. 

The same sized butts may be used for sash opening in 
as for those opening out, and unless the sash are un- 
usually high two butts to each sash will be enough. 

If the sash are in pairs it will be necessary to fasten 
one securely so the other one may be locked to it. It 
may be fastened by narrow flush bolts top and bottom, 
but on account of the small amount of wood in the sash 
the mortising of these bolts is apt to weaken them at 
the top and bottom corners where they are framed 


Fig. 5 





together. Because of this it is considered best to use 
bolts that are not cut into the wood. The simplest and 
cheapest form of these is what is known as a Surface 
Bolt (1). These are made in three weights, for light, 
medium and heavy sash. They are also made in several 
lengths, a short length for the bottom where access is 
easy, and one for the top that is long enough to bring 
the operating knob or handle within easy reach from the 
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floor. For a better job there is made a cremorne bolt 
(2) that extends the full height of the sash, with a 
knob or lever handle placed within easy reach with 
which the bolt may be operated at both top and bottom 
at the same time by one turn of the knob or lever handle. 
The lever handle is especially suitable when the sash open 
out as a knob may interfere with the convenient opening 
and closing of the sash. There is still another form of 
device for securing these sash. It is known as an 
“Espagnolette Bar” (3) and is made in several different 
designs by the different makers, but the principle of 
operation is the same in all. This device has a bar ex- 
tending the full height of the sash with a sort of a hook 
on each end and a handle in the center or within easy 





Fig 6 


reach from the floor. The hooks engage in keepers when 
the rod is turned by the handle. The construction of the 
hooks and keepers tend to bind the sash tightly. 

Several designs of strikes or keepers are made for 
each of these bolts. Care should be taken to select a 
strike that is suited to the detail of the woodwork so 
that the hardware you furnish will be sure to work 
satisfactorily. 

When a Cremorne or Espagnolette bolt is used with 
pairs of sash it is not uncommon to place it on the sash 





Fig. 7 


last closed so that the security of this sash will auto- 
matically secure the sash first closed. In such cases it 
is not necessary to furnish a separate fastening for the 
center of the sash as they are tightly held at top and 
bottom and will naturally be tight in the center. Cre- 
morne and Espagnolette bolts are sometimes used on 
single sash but not commonly. 

For single sash and for pairs using “Surface” bolts 
at top and bottom it is necessary to use a fastening in 
the center of the sash. 

Of these “Casement Fasteners” there is a large as- 
sortment, a few to be mortised into the sash and many to 





Fig. 8 


be placed on the surface. The outstanding feature of 
each pattern is ability to draw the sash tightly closed 
and firmly hold it there. A common type for less ex- 
pensive jobs is shown at (4). For better buildings two 
heavier types are shown at (5). These are all made with 
keepers or strikes of different patterns so that almost any 
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detail of sash may be properly equipped with a fastener 
and a keeper from the stock goods of most any of the 
makers of high grade hardware. 

To hold these sash in place when open they must be 
supplied with what is known as a “Casement Adjuster.” 
As the name implies these are all made adjustable so 
the sash may be held in any position up to 90 degrees or 
a little more. They are made in a wide assortment so 
one can readily be found that is suitable for most any 
sash. There are several made of what is known as a 
concealed pattern. These are designed to be placed 
under the sill of the window and are operated from the 
inside by turning a handle. They usually give satisfac- 
tion because the sash may be opened or closed without 
opening the screens. However, they are more expensive 
and should be applied before the window sill is put in 
place as suitable provision must be made in the wood- 
work to receive them. Then there are the more common 
round or square rod kind (6) that are very effective if 
not quite so good looking. Still another sort have the 





Fig. 9 


adjustment by means of a slotted plate placed on the 
window sill (7). These have an advantage over the 
rod type shown at (6) because they do not interfere 
with the inside screens when the sash are open. There 
is also an adjuster made that accomplishes the adjust- 
ment by friction (8). As these automatically hold the 
sash where it is put they are frequently placed at the 
top of the sash where they will be out of the way of 
draperies and screens. 

In modern construction of high grade buildings 
casement sash and frames are quite frequently made of 





iron. When so furnished they are usually supplied by 
the maker with hardware suitable for their particular 
construction. In such cases this hardware is not in- 
cluded as a part of the general hardware contract. This 
point should be made clear by the architect’s specifica- 
tions. 

Pivoted sash may be hung either at the sides or at the 
top and bottom. When in the outside walls of the 
building the sash and frames should be rabbeted to in- 
sure their being weather proof. This construction re- 
quires that what is known as a rabbeted sash pivot be 
used. These may be plain pivots (9) or a friction pivot 
(10). In addition to these there is a raising or lifting 
pivot made that will raise the sash by means of a lever 
so it may be turned over top of the rabbet of the frame. 
This is especially good for heavy sash. In addition to 
the pivots fasteners and adjusters similar to those used 
for hinged sash should be supplied, except perhaps, the 
adjusters may be omitted where the friction pivots are 
used as this friction is supposed to hold the sash in 
whatever position it is placed. 
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A window display by Hammacher, Schlemmer, New York City, showing a wide variety of Accessories 














Auto Accessories Help Sell Regular Lines 


New uses for old items are suggested by the needs of 


automobile mechanics and owners. 


Ways of getting 


the business of the community you serve. 


hardware dealer’s best customers. If his trade is 

cultivated and his wants and needs studied, there 
is no reason why he cannot be one of the best friends 
and customers of every dealer. Mother, daughter and 
and son, too, drive the family car. Father usually tends 
to the repairs and purchases the accessories. Nine times 
out of ten he is a business man, and though not knowing 
very much about tools, is willing to learn, and is often 
open to suggestions for improving the car. 

Most automobiles leave the factory “fully equipped,” 
but there are many items which are essential to the 
modern motor car not included. The tool kit of the 
average price car has been assembled “at a price” and 
is often much lower in standard than the car. These 
tools are sufficient to make minor repairs and adjust- 
ments, but it is to the hardware store that the owner 
comes when he wants an extra socket wrench, a long- 
handled screw driver and a pump oil can. Most owners 
and chauffeurs do their own tire repairing. This means 
that tire irons, rim contractors and a stout hammer will 
be needed. Sandpaper is essential to roughen the tube 
around the puncture. 

Headlight laws are now being more rigidly enforced. 
The Governor of the State of New York recently cau- 


| OGICALLY, the automobile owner is one of the 


tioned auto owners to make sure that their cars were: 


properly lighted to avoid accidents. The average auto- 
mobile needs about ten separate bulbs—two main head- 
lights, two dimmers, two side lights, a rear and a cowl 


light and, if it is a closed car, one or two lights in the 
interior. Each is necessary in its own place and must 
be replaced when burned out. Taxis have many more 
lights, and provide more opportunity for sales. 

‘The car owner who likes to do a little fussing around 
the ‘old boat” on Saturday afternoons and Sunday morn- 
ings uses many tools and devices which are carried in 
the regular stock. An extension lamp for working 
around the motor or underneath is very essential, kero- 
sene for cleaning, and so is the proper assortment of 
wrenches, screw drivers and files. One important 
thought to keep in mind when selling a file is that very 
little filing can be done without a vise. A small portable 
vise for the garage work-bench provides a second sale, if 
this thought is kept in mind. If the auto owner is 
going to construct a bench he will need the usual car- 
penter’s tools. 

A drip pan for the garage floor, made of galvanized 
sheeting, keeps the floor neat and clean. 

The tourist, no matter how extensive his trips may 
be, is not always appreciated. With a little study and 
help, the dealer can fill many requests of the tourist. 
When conditioning the car for a trip, the owner is in a 
most receptive mood. This is the time that care is taken 
and tactful suggestions made for many extra sales can 
be brought about. He wants to tune up the car, as the 
aviator tunes up the plane. It may rattle and squeak, 
but he will putter around, endeavoring to put it in Al 

(Continued on page 72) 
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HARDWARE AGE 


An Up-to-Date Selling Force—And How 


Hamp Williams, merchant extraordinary, gives some pointed 
observations on the situation in the retail field today 


AMP WILLIAMS, in a letter to HARDWARE AGE, 
speaking of the problems now facing the retail 
hardware men of the country, says: 

“There are a great many more clerks in this country 
than store keepers. Therefore, it is just as important to 
the clerks that their employer make money as it is to the 
employer. To a certainty, if the store closes—out go the 
clerks. 

“What would happen if within the next few years 50 
per cent of the retail hardware stores close, as is pre- 
dicted? Those stores probably have an average annual 
sale of $40,000 each, and it is said that few hardware 
stores of less than $60,000 annual sales are making in- 
terest on their investments at this time. Now, if this 
is true, what is to become of the clerks in these stores— 
will they find employment in the chain stores? They 
will certainly not find very much in the mail order houses 
because they are going into the chain store business. 
Mail order houses are slipping every day. Good high- 
ways, automobiles and trained salesmen are their worst 
enemies. People will drive several miles to shop. They 
prefer to see what fhey are buying, especially when they 
pay cash for it. It don’t matter so much if it’s on a 
credit. If 20,000 retail hardware stores quit, no less 
than 40,000 clerks would lose their jobs, and many of 
the owners of these stores will become clerks, adding 
more competition for the clerks. 

“Merchandise counter display is displacing a lot of 
clerks—not salesmen. Schools for training salesmen and 
mail order sales courses are fitting men and women to 
take the places of the untrained; trained salesmen can 
come into our cities with a lot of silk hose, neckties and 
shirts or a lot of clothing samples, carpet sweepers, etc.— 
strangers, never in our city before, don’t know a soul, 
but they mop up, and now we local merchants are try- 
ing to have laws passed to protect us and our poor, 
helpless clerks against them. The reason of this is be- 
cause we merchants and our clerks are not salesmen. 
We don’t know how to sell goods. There are two things 
we have got to learn or go out of business. Buying will 
not save us. J have always contended that it’s in the 
selling and advertising. Every customer requires a dif- 
ferent selling approach, except for stich items as they 
huy themselves from display counters and display shelv- 
ing or newspaper and catalog priced ads. 

“When we leave display and printed advertising out 
of it we haven’t got much left. I don’t care how cheap 
you buy, you must have an up-to-date selling force or 
your name is ‘Dennis.’ 


“Here is one way to do it. In 1903, I called my four 
clerks together after we had had a very profitable year’s 
business and I told them that I had made more money 
that year than I had ever hoped to have during my life, 
and they had helped ine make it and I wanted them to 
make some money also and would divide profits with 
them thereafter. Right then they became a part of that 
business and began to help me as they had never done 
before, and they have been helping me ever since. 

“Now, please don’t get it into your head that I had 
a lot of money to keep my business growing. I never 
had it. Seven hundred and seventy-five dollars was my 
total capital. My first year’s sales in 1896 were $6,000; 
1897, $13,000; next year, $18,000, and the fourth year, 
$25,000, and last year, or 1926, around $850,000 sales. 

“T couldn’t have done this alone if my life had de- 
pended on it. You and your clerks are in the same box, 
except that they are still receiving 1919 peak salaries 
and you are giving them the profits of the business. If 
my clerks can’t make their salaries and me a profit, I 
don’t want them, and it is up to them to do some plan- 
ning, reading and thinking. There are a lot of trained 
salesmen on the market right now, and some of them 
are coming into your store one of these days and they 
will tell you that if you will give them a job they will 
make you some money, and then Cousin Bob and 
Brother-in-law Nicodemus and Uncle Bartholomew will 
have to get out and go to work, and I say work ad- 
visedly. They probably haven’t done any work, and no 
reading nor thinking or planning, for several years. 

“A half-witted man entered a rich man’s premises and 
shot a buzzard. When questioned by the owner as to 
why he did it, he said that he was trying his new gun. 
‘Let me see your gun,’ said the rich man. He took it 
and said, ‘Now you eat that buzzard.’ After inflicting 
considerable punishment, he handed his gun back to him 
and said, ‘Now you get out of here.’ The poor fellow 
took his gun, but the punishment had been so severe 
that it caused him to think a little, and he leveled his 
gun on the rich man and said, ‘Did you ever eat any 
buzzard?’ And he said, ‘No, but I am going at it right 
now.’ 

“To the retail hardware clerks of this country and 
merchants as well, will say that the mail order houses, 
chain stores and trained salesmen have their guns leveled 
on you, and if you haven’t eaten any buzzard, you might 
as well go at it right now. 

“Yours very truly, 
“Hamp WILLIAMS.” 





Over Half Million Loss in Farm Population 


AST year farm population was 649,000 greater, the 
actual figure being 28,541,000 farm residents. 
Figures for the present year also indicate a decline of 
1,090,000 from 1925 and a decline of 1,508,000 from 
1924. In 1920 about 31,000,000 people were living on 
farms. 
Taking into consideration the number of people arriv- 
ing and departing from farms during 1926 and com- 


paring the net difference with farm population as of 
January 1, 1926, it is seen that, under arrivals, 658,000 
births are reported and an added 1,135,000 persons who 
migrated from cities, making a gain of 1,793,000. But 
of that year’s farm population 2,155,000 residents de- 
parted to live in cities and 287,000 died, making a total 
loss of 2,442,000 and a net loss to farm population of 


649,000 persons. 
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The sced department, located in the central part of the store, has an annual sales volume of over $25,000. This department has doubled its 
business in the past two years. 


Dalenberg Has Only Five Major Lines 


Builders’ hardware, seeds, tools, electrical appliances 
and paint comprise a stock that draws trade from an 


almost exclusively male clientele. 


Stock, appearance 


and methods differ from the average hardware store. 


man, Ill., is emphatically a man’s store—and a 

successful one. As a matter of fact, the Dalen- 
berg store is a radical departure from what is to be 
found in the average hardware store in stock carried, 
in appearance and in methods. 

Probably the almost exclusively male clientele of the 
store is due to the class of mer- 
chandise which it handles, for 
Dalenberg carries only five ma- 
jor classifications of items, 
which, in order of total sales 
volume of each, are builders’ 
hardware, seeds, tools, electrical 
appliances and paints. The 
store, which is 30 by 110 feet, 
was recently completely remod- 
eled and equipped with modern 
fixtures made by the J. D. War- 
ren Manufacturing Co., and af- 
fords, not only a striking exam- 
ple of convenience and attrac- 
tiveness, but the fixtures and 
their arrangement have a decided 
bearing on the sales volume of 
the various departments. 

The wall cases, which extend 
down the right-hand side of the store, run two-thirds of 
the way across it about 20 feet from the back and then 
again turn, coming about 16 feet toward the front. As 
a result of this arrangement there is a closed-in receiving 
room in back of the cases and a semi-secluded booth 


¢ hn Dalenberg Hardware and Seed Store at Pull- 





The addition of large signs to each side of the delivery . ‘ 

truck makes a striking advertisement which is seen in all he just as proud of the possession 

parts of the town and the surrounding country. The 
signs are changed every two weeks. 


formation in front, which is ideal for displaying build- 
ers’ hardware. A table and a few comfortable chairs 
in the center of this booth make a convenient place for 
the reading of specifications with contractors and home 
builders, the surrounding hardware displays aiding ma- 
terially in speeding up the actual selections. 

The cases along the side wall contain the tool stock 

and are lined, as are all the cases 

; S@eees in the store, with bright orange 
felt. The Dalenberg store has 
found through past experience 
that only the high grade trade- 
marked tools are salable in its 
territory—75 per cent of the 
tools are sold to mechanics and 
the balance to home owners. It 
is a mistake, according to John 
Dalenberg, one of the propri- 
etors, to think that the average 
home owner will not buy high 
class tools—a word of explana- 
tion of the difference between 
good and cheap tools is appre- 
ciated, and ‘the home owner can 


of a high grade item as can the 
mechanic. 

Perhaps the most unusual thing in the Dalenberg store 
is the seed department, which does approximately a vol- 
ume of $25,000 annually. The “department” which con- 
sists of 16 feet of space along the left-hand wall, is 
equipped with fixtures designed by Mr, Dalenberg to 
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suit his particular needs. Against the wall stands a 
cabinet, conforming in size and shape with the other 
wall cases containing 285 drawers of various sizes for 
seeds. The front of each drawer has on it the name 
and a lithographed picture of the flower or vegetable it 
contains. The base of the cabinet and the under part of 
the 16 foot counter, which stands in front of it, con- 
tain a series of tiltable bins, each capable of holding 
150 pounds of field seeds. 

Mr. Dalenberg, with very few exceptions, buys all 
of his seeds in bulk and puts up his own packages, 
having regulation seed envelopes printed with the name 
of the store. When asked what technical knowledge 
was necessary in selling seeds, Mr. Dalenberg stated that 
he never had planted a seed in his life, but had gained 
a sufficient working knowledge by talking to his cus- 
tomers and reading seed catalogs. The sales are divided 
about equally in volume between bulk seeds and pack- 
age seeds, with practically all of 
the former going to the truck 
gardeners in the surrounding ter- 
ritory. a 

The bulk seeds are almost in- 
variably sold on rather long 
credit terms, but the unusually 
large margin of profit more than 
offsets this tying-up of the work- 
ing capital. Each fall, about 
Oct. 1, an “outside” man is hired 
to collect any seed accounts that 
are still outstanding from the 
previous season, a job that usual- 
ly takes him about a month. 
Around Nov. 1 another outside 
man is added, and from then un- 
til April 1 these two men spend 
all of their time calling on the to be 
truck farmers, soliciting seed 
orders for spring delivery. This method of handling 
the business gives an opportunity to keep everyone in 
the store busy during the duller winter months putting 
up the seed orders, and deliveries are made in the 


Builders’ hardware sales are made in a booth-like arrangement of wall cabinets at the back of the store. 


Electrical refrigerators set in a hollow square form a 
secluded place in which to demonstrate the various types. 
Restaurant and confectionery store owners have proved 
good prospects for the larger machines. 
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spring without crowding or disrupting the organization. 

An interesting “side line” in the seed department is 
the sale of flower bulbs in the late fall and winter. The 
annual bulb sales run about $2,000, which represents a 
three-time turnover. With the bulbs there is a demand 
for fancy bowls and gravel, which adds another $300 
to the department’s sales volume. 

Another unique department in the store is the electri- 
cal goods, where the stock is confined to electrical re- 
frigerators, installation material, such as wire, lamps, 
sockets, plugs, switches and the like, and a carefully 
selected line of small table appliances. On the electrical 
refrigerators, sales are ordinarily made on the partial 
payment plan with a minimum down payment of 20 per 
cent, and the balance divided into 12 equal monthly in- 
stallments. While this line was only added in May, 
1926, it has already demonstrated its salability—sales 
in the first six months amounting to nearly $10,000. 

Paint is the smallest depart- 
ment in the store, but is rapidly 
growing and will show better 
than a four time turnover. The 
addition of a full line of colored 
lacquers has opened up a new 
field until fully one-half of the 
paint sales are lacquer to home 
owners for refinishing furniture. 
Incidentally the store does very 
little business with painting con- 
tractors. 

Mr. Dalenberg is a strong be- 
liever in advertising and, in ad- 
dition to the usual forms, has 
what he calls his “animated sign 
board.” Every two weeks he has 
painted two signs which fit on 
either side of his covered de- 
livery truck, calling attention to 
some particularly seasonable item of merchandise. 

When the newly remodeled store was opened a few 
weeks ago over 4000 people visited the store the first 
day. Souvenirs were given and a list kept for mailing. 


Contractors can bring the owners 


here and it is easy to make a selection from the many samples displayed. 
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~EVERYBODY’S BUSINESS 


By Floyd W. Parsons 


TRAFFIC JAMS AND LIVING COSTS 


UCH has happened since that August afternoon 
M in 1826 when John Stevens bu.lt a wood fire 
in the odd-looking contrivance that was to 
startle the natives by traveling around two concentric 
circles of wooden rails that had been laid down upon 
his New Jersey lawn. Few 
of those present at the time 
appreciated what the steam 
train was ultimately to 
mean to America. They 
did not realize that very 
soon our legislatures would 
be besieged for railroad 
charters, and the crack of 
axe and pick would be 
heard all over our country 
slashing out rights of way 
for what was to be the 
greatest national transpor- 
tation system in the world 
and the cornerstone of 
America’s economic prog- 
ress. Our railroad mileage 
would now belt the earth a 
dozen t.mes, and, when we 
include the cost of equip- 
ment, we have here a total 
investment in rail trans- 
portation facilities of $25,000,000,000. Our expenditure 
for improved highways and motor vehicles exceeds that 
for railways, while one and one-fourth billion dollars 
have been spent for river and harbor improvements. 
3ut notwithstanding our great progress in this vital 
field of transportation, the work has hardly more than 
commenced. Time is money, and delays in moving 
merchandise and people add materially to the cost of 
doing business. In 1921 and other years of depression, 
a lack of haulage facilities was always a contributing 
factor in the slowing down of industry. Probably one 
reason for the protracted continuance of our present 
period of prosperity is the fact that there has been no 
shortage of freight cars during the last four years. 

But transportation in America must now undergo a 
revolution. The old order is now facing new and 
radical forms of competition. One has to do with mov- 
ing the Atlantic Ocean into the heart of the North 
American continent. Our Great Lakes ports will become 
ocean ports, thereby removing the freight disadvantage 
which affects forty million Americans -residing in what 
we call our midwest region. Farmers and manu- 
facturers in this section learned long ago that it is ten 
times as expensive, ton for ton, and mile for mile, to 
move goods to market over the land as it is to move 
them over the ocean. 

Since these folks could not go to the ocean, they de- 
cided to bring it to them, and this will largely overcome 
the handicap of America in competing for the world’s 
grain markets. The important cities of Russia and the 


farming countries of South America are on the seacoast 

and the farms not far away. Here in the Un‘ted States 

the grain-growing districts face a land haul of from 

500 to 1500 miles, which has helped to reduce the buying 

power of the American farmer’s dollar. With this situa- 
tion corrected a new era 
will commence in all of our 
m dcontinent States. 

Then there is the serious 
problem of adequate, sur- 
faced highways to permit 
the free movement of more 
than 25,000,000 _ self-pro- 
pelled vehicles. If all the 
motor cars now in use in 
the United States were 
lined up one behind the 
other and given a spacing 
of 20 feet, these cars would 
cover a mileage greater 
than one-fourth of our 
550,000 miles of improved 
highways of all types. We 
must now produce 3,000,- 
000 automobiles a year in 
order to replace only those 
that are scrapped. 

The amazing develop- 
ment of self-propelled passenger and freight vehicles 
over both long-haul and short-haul routes has created 
a necessity for highways and streets that will stand up 
under intense stresses the year round irrespective of 
heat, moisture and cold. We must have better brakes, 
better signal devices, better illumination and better 
vehicular control. Radical measures must be put into 
effect to conserve street space. Every Saturday night 
in several of our larger cities, there are over a thousand 
more automobiles than there were the Saturday before. 
It is literally true that on Sunday when the traffic officer 
in South Chicago holds up his hand, the automob les in 
the same line in Michigan City stop. 

We all know that improved highways have spread 
education through substituting the modern consolidated 
school house for the little red school that was far more 
p.cturesque than efficient. We know that better roads 
have been largely responsible for increasing residential 
building, chiefly in the suburbs, from $450,000,000 in 
1915 to about $3,500,000,000 a year at present. We 
appreciate that the cost of our surfaced highways has 
been reflected many times over in the increased valuat’on 
of the lands they serve. 

It is not enough merely to say that the remedy for 
our difficulty is more roads. What we must also under- 
stand is that yesterday’s methods are obsolete. Instead 
of arresting people for going too fast, the principal 
offense will be for going too slow. Chief attention will 
be given to the enforcement of minimum speed laws. 

(Continued on page 68) 
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Tool Windows and Store Displays 
Attract Mechanics 


HERE is perhaps no other line of merchandise in a long, flat table just inside of the front door. In three 
the modern hardware store for which the cus- days these displays sold fourteen complete sets of 
tomer asks with a more firmly preconceived idea wrenches, all to garage mechanics. 











of what he wants than mechanics tools. ‘Tool buyers Another feature of the Western Iron Store is the 
are in two broad classes—mechanics in various lines adaptation of the several iron supporting columns in the 
who make their liveli- storeroom for display 


purposes. Around each 
pillar a_ four-sided 
panel hoard is built up 
about 8:ft. high. The 
panels are covered with 
a dark colored felt and 
hooks are attached upon 
which various tools are i 
hung. A space is pro- j 
vided at the top of each 

panel for a card bear- 

ing the name of the 
tocls displayed below 
or some brief descrip- 





hood from the use of 
tools) and the house 
owner who uses tools 
only occasionally in a 
purely amateur manner. 
The “professional,” to 
whom the bulk of tools 
are sold, forms his opin- 
ions of tools and exacts 
a standard of perfor- 
mance from them from 
his own experience and 
observation. 

Having to use a cer- 















tain tool for a certain tive matter. 
kind of work, he very While the skilled me- 
often knows much chanic comes into the I 
more about that tool store and asks for ex- 

than the hardware actly. what he wants, 
dealer who sells it to J. H. Prince, the store 
him, and the successful .% manager, states that the 






home owner, in buying 








tool salesman is gov- 





erned very largely in tools is anxious for ad- 
the selection of ‘his tool stock by his customers’ prefer- vice as to what will best suit his needs. The “amateur” 
ences. is usually looking for a tool that he can buy as cheaply : 





The real secret of success in tool selling lies in letting as possible but it is not difficult to convince him that a 
the skilled mechanic know that the store carries in stock high-grade tool is, in reality, a more economical pur- 








his favorite makes of high-grade tools. This necessitates chase. The store carries no cheap tools and yet sells } 
continual store and window displays, changed around at about 25 per cent of its tools to home owners. 
intervals to avoid becoming too familiar and thus escap- There is at least one advantage in selling tools to the 





ing notice. The salesman should know the merchandise. so-called amateur mechanic. He is not likely to have a 
In the very effi- kit of tools when 
cient mechanics’ he comes into the 
tool department hardware store to 
of the Western buy a hammer or 
Iron Store of Mil- a saw. It may be 
waukee, the bulk the first time. he 
of whose sales are has had occdasién 
high-grade __ tools, to use tools, and | 
has found it prof- the well - trained 
itable to have an salesman will 
| 
i 










interior store dis- sense the opportu- 
play near the nity to get him 
front of the store warmed up to the 
at the same time joy of building 
that the merchan- things with tools. 
dise is put in the The home-owning | 
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window. For ex- amateur mechanic 
ample, recently a is a good prospect 
window display for a complete set 
of sets of auto The window displays of the Western Iron Store are never crowded and plenty of of good tools if 
wrenches was ac- descriptive placards are used in explaining the uses or construction of the items the salesman is 
‘ er shown. Above, a simple table display of wrenches used at the same time as a win- trained to‘propet- I 
companiec XY 4 dow display helps sales. In the background can be seen the display panels sur- ; Proj 

similar display on rounding the iron supporting pillars of the building. 
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ly interest him. 
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J. D. Loizeaux Waited Twenty 







J. D. Leizeaux 


President J. D. Loizeaux 


Lumber Co. 


Although J. D. 
Loizeaux has 
spent many years 
in the lumber 
business, his de- 
sire tm own a 
model hardware 
store has finally 
been realized. Mr. 
Loizeaux has been 
planning this own- 
ership as far back 
as twenty years. 


Years for This Store 


President of the company went about Plainfield on a 

bicycle, two decades ago, selling lumber. Company’s 

establishment is large, but Mr. Loizeaux is proud of 
his model hardware store. 


but’he has had it just twenty-one months. It was worth 
waiting for, because it is one of the finest little hardware 
stores that one would wish to see. When we visited 
Plainfield, N. J., we were told that the Loizeaux store 
was located out on 
South Avenue, 
about a mile from 
the main business 
thoroughfare of 
Plainfield. This 
being one of the 
main state high- 
ways leading to 
New York, more 
traffic and re- 
sultant business 
comes that way 
than might be 
supposed. L. B. 
Skillman, the 
manager, told us 
that he finds his 
customers prefer 
to drive the dis- 


D. LOIZEAUX, head of 

J the lumber company that 
* bears his name, wanted a 
hardware store twenty years ago, 
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tance to trade where they may park their cars and shop 
leisurely, something they cannot do in the more crowded 
streets of Plainfield, owing to the parking regulations. 
Mr. Skillman, who was formerly with the A. M. Grif- 
fin Hardware Co. of Plainfield for thirty years, says that 


the Loizeaux store is strictly a hardware 
sore, and he has it arranged along modern 
merchandising lines. Goods are displayed 
inside the store in such a way that the cus- 
tomer is taken about the entire store and is 
able to examine the merchandise and see the 
price tag which, by the way, is not the large 
display ticket that proves effective under 
other conditions, but a small tag attached to 
the article itself. 

William Little and his assistant, Miss 
Haller, prepare and arrange the distribu- 
tion of advertising matter for the store. 
Large, well written ads are published in the 
local papers and a great deal of direct mail 
advertising is done. Two or three times a 
year an attractive and comprehensive cata- 
log is issued to a list of about ten thousand 
names in and about Plainfield. Mr. Little 
estimates conservatively that a response of 
about 40 per cent was realized from the last 


mailing. This catalog is cleverly made up so that it may 
be folded just once, addressed and mailed without clips 


or stickers. 


The display windows of the Loizeaux store are among 
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L. B. Skillman 


Manager of the J. D. 
Loizeaux Lumber Co. 
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ware store of the J. D. Loizeaux Lumber Company has 
been due to the years of experience of its manager, L. B. 
Skillman, who has arranged the merchandise in such a 
way that the customer is taken around the store when 
making purchases, and has instituted many other ideas. 


As will be noted in the photograph, the 
Loizeaux store has a rather unique way 
of displaying its builders’ hardware. A 
semi-circular counter has been constructed 
and upon this is placed the different pieces 
of hardware beautifully mounted on grained 
wood of various kinds. This display is not 
only attractive, but compelling, and has 
proved to me a direct sale maker. Small ar- 
tificial shrubbery is placed about the floor 
giving a nicely decorative effect. 

The radiators in the center of the floor 
are utilized for displaying merchandise. A 
round top has been provided and, as the 
photo on this page shows, miter boxes, 
spirit levels, etc., are placed thereon for 
display. 

The absence of the old high shelving is 
very noticeable here. The tops of the dis- 
play panels being used for advertising mat- 
ter that is of a decorative nature. 


Recently the American Magazine published a story 
of Mr. Loizeaux’s life in which the author tells of the 


early beginnings of the lumber company when Mr. 


Loizeaux went about Plainfield on a bicycle selling lum- 


the most attractive we have seen. They are lighted with ber. His business foresight enabled him to build up the 


excellent reflector type lamps which are kept burning 
every night during the week until 10 o’clock. Profes- 
sional window dressers are employed who put in real big 
time displays, using colored spot lights and high class 


effects. 


While this model hardware store is a part of the lum- 
ber concern, it is building itself up on its own merits, 
having doubled its volume since it opened its doors to the 
public on Jan. 18, 1926. Stock is turned about four 


times annually. 


One of the attention-compelling features of the store’s 
advertising is the telephone number, which is 1776. A 
large Liberty bell is used on all printed matter, signs, 
etc., with the number 1776 superimposed upon it. The 
slogan of the Loizeaux is “From Cellar to Chimney 


Top.” 




















Without doubt a good part of the success of the hard- 


fine establishment he now heads in Plainfield. 


Here’s What a Model 
Hardware Store Looks 


Like 


Neat, orderly and efficient, yet 
inviting and homelike, is the 
store of the J. D. Loizeaux 
Lumber Company at Plain- 
field, N. J. Above is the 
builders’ hardware _ counter. 
Left: Part of the well arranged 
interior, with its modern panel 
displays for mechanics’ tools. 
On the opposite page will be 
seen the exterior view of the 
store and one of the attractive 
window displays. In front of 
the store entrance are standing 
Mr. Skillman and William 
Little, the latter being the 
store’s advertising manager, 
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Brooklyn Association Honors R. J. Atkinson 


N. R. H. 


The Brooklyn Hardware Association 
turned out in force July 21 to welcome 
home and pay honor to its member Russell 
J. Atkinson, who was recently elected 
president of the National Retail Hardware 
Association. More than fifty members 
came to the Johnston Bldg., braving the 
excessive heat and humidity of that parti- 
cular night. President H. A. Vogt ex- 
pressed to Mr. Atkinson the pleasure and 
pride with which they welcomed him home 
as the leader of all hardware men. Mr. 
Atkinson responded with appreciation for 
the good will of his friends and gave a 
reminiscent talk on the formation of the 
Brooklyn, Metropolitan, New York State 
and National associations, in each of which 
he has served as president. He outlined 
the functions of the National Association 
and urged all members to study carefully 
the reports of the recent Mackinac Island 
congress, published in the trade papers. 

Al Cornell, former president of both the 
3rooklyn and Metropolitan associations 
and a life member of both, was the man 
who nominated his pal, R. J. Atkinson, for 
each of the offices he has so efficiently held 
and is now holding. Mr. Cornell in his 
characteristic way told how proud Brook- 
lyn was of Russ Atkinson. 

Tributes were added by Henry Rohlfs, 
past president, Brooklyn; Sen. George 
Simpson, attorney for the association; Lou 
Schelling, Hoboken, N. J., president of 
the North Jersey Association, Fred Hinch- 
man, junior chief booster, Hardware 
Boosters; Linford C. White, president, 
The Nutmeggers; Charles J. Heale, 
Harpware Ace, and Roy C. Schmidt, 
secretary, Hardware Boosters. Last but 
by no means least, Robt. Pearsall, the 
genial and efficient secretary of the Brook- 
lyn Association expressed his own deep 





A. Head 


feelings in the honor which had come to 
Brooklyn and its foremost hardware man. 
He expressed to perfection the thoughts 
of the entire assemblage. 





Russell J. Atkinson 
President N. R. H. A. 


Al Cornell announced that the joint 
Metropolitan hardware outing would be 
held Thursday, Aug. 18 at Roton Point, 
Conn. a boat ride to and from the picnic 
grounds would be a feature. It is under 
stood that Commodore Rohlfs will wear 
a yachting cap and white trousers. 

At the close of the meeting supper was 
served in Joe’s restaurant. 





Nick Patti and Lee Conover 
Join J. M. White Mfg. Co. 


The Julian M. White Mfg. Co., of Sioux 
City, Iowa, manufacturer of White Socket 
Power Units, announces two new additions 
to its organization. Nick Patti, who was 
for many years with Freed-Eisemann Co., 
is now director of sales. Lee Conover, 
who was formerly with the Garod Radio 
Co., is now the eastern representative. 





Remington’s Atlantic City 
Exhibit Destroyed by Fire 


A lighted cigarette, thrown on the pine 
pitch soaked boardwalk, is said to be re- 
sponsible for the serious fire which swept 
a block front in Atlantic City, N. J., on 
July 5, and completely destroyed the Na- 
tional Exhibit of the Remington Arms Co., 
Inc., New York City. The exhibit, which 
was located at Columbia Place and the 
Boardwalk, was opened to the public dur- 
ing the last week of May. Many thou- 
sands of dollars had been spent in making 
it a most attractive spot. Original paint- 
ings of the company’s advertisements were 





hung on the walls. Many types of cutlery, 
firearms, cash registers, ‘and ammunition 
were displayed. Everything was lost, ac- 
cording to an announcement from the 
offices of the Remington Arms Co. 

One of the features of the exhibit was 
a modern rifle gallery, which was equipped 
with the most modern of firearms. 

The loss is covered by insurance, and an 
announcement will be made at a later date 
of any plans for future action in Atlantic 
City. 


E. E. Howell, Nebraska Dealer 
Dies from Injuries 


E. E. Howell, senior member of the 
retail hardware firm of Howell Bros., 
Fairbury, Neb., was struck by an auto- 
mobile on July 4 as he was crossing a 
street and died from his injuries a few 
hours later. 

The firm of Howell Bros. consisted of 
E. E. and C. C. Howell. This firm con- 
ducted a successful business in the same 
location for more than 28 years. It will 
be continued by C. C. Howell, the junior 
member, 
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Summer Number of “Sawology” 
Interesting and Instructive 


E. C. Atkins & Co., of Indianapolis, Ind., 
has just issued the Summer Number, No. 
8, of Sawology, that interesting little book- 
let which is published for members of the 
Atkins Silver Steel Saw Club and for all 
hardware dealers. 

Some of the features in this issue are: 
“Price Cutting Is Peanut Salesmanship,” 
“Atkins Advertising,” and “A Letter to 
Dealers.” 


Next Prague Int. Sample Fair 
Will Be September 18-25 


The next Prague International Sample 
Fair will be held at Prague, Czecho- 
slovakia, on Sept. 18, extending until the 
25th. The American Pavilion, which was 
organized several years ago, will most 
likely have more than 50 American manu- 
facturers of a wide variety of products. 
At the last fair, held in March, more than 
400,000 attended and the volume of busi- 
ness transacted was exceptionally large. 





Interstate Merchants Plan Con- 
vention in Chicago, III. 


It is expected that the twelfth semi- 
annual convention of the Interstate Mer- 
chants’ Council will bring 2000 retail mer- 
chants into Chicago on Aug. 17, 18 and 19. 
Among the speakers at the three afternoon 
business sessions of the meeting will be 
John W. Scott, of Carson, Pirie, Scott & 
Co., Chicago; Edward M. Skinner, who will 
discuss “Hand to Mouth Buying”; Frank- 
lin C. Sorn, Joseph Spiess Co., Elgin, IIl., 
who will talk on “Retail Store Advertis- 
ing”; F. J. Nichols, National Cash Regis- 
ter Co., Dayton, Ohio, “Light on Store 
Problems”; Tom Leslie, Wilson Bros., 
Chicago, “Window Display’; Arthur H. 
Brayton, of the Merchants’ Trade Jour- 
nal, Des Moines, Iowa, who will talk on 
the general subject of “Sales Helps.” 

The business sessions of the convention 
will be presided over by N. M. Scott, of 
H. Choate Co., Winona, Minn., president 
of the Interstate Merchants’ Council. 
Question box meetings, to be held each 
afternoon, will be in charge of C. W. 
Hall, of the C. W. Hall Dry Goods Co., 
Green Bay, Wis.; H. E. Hart, of the 
Hart Co., Long Prairie, Minn., and Charles 
Kuhl, of Galesburg, Ill. The convention 
will be summarized by W. E. Schmalfuss, 
of Zion, Til. ' 





Only Woman Manufacturer to 
Talk at Convention 


The paint and varnish industry will be 
represented at the convention of the Na- 
tional Federation of Business and Pro- 
fessional Women’s Clubs at Oakland, Cal., 
on July 17 to 22, by Mrs. Sara B. De 
Foreest, president of the De-Bar Co., 
Brooklyn, N. Y. Mrs. De_ Foreest 
is president of the New York League of 
Business and Professional Women, Inc., 
and is the official delegate from New York 
to the National Convention. She has long 
been known to the industry and to the 
public as the only woman varnish manu- 
facturer. 
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’ Managerial Changes at Cyclone 


Fence Co. 


Official announcement has been made of 
the resignation of John W. Meaker as 
general manager of the Cyclone Fence Co., 
Waukegan, IIl., to become president of the 
Bates Valve Bag Co., Chicago. Mr. 
Meaker was formerly manager of the 
fence and post division of the American 








John W. Meaker 


Steel & Wire Co., and when that com- 
pany purchased the Cyclone company, 
about three years ago, he was placed in 
charge of the latter company. 

James H. Kinney, who has for some 
years been the general sales manager of 
the Cyclone: Fence Co., succeeds Mr. 
Meaker as general manager, and H. G. 
Chapman, formerly New York sales man- 
ager, comes to the Waukegan office of 
the company as general sales manager. 





Hamp Williams Reappointed 
to Arkansas Sanatorium Board 


Hamp Williams, hardware merchant, 
past N. R. H. A. president, and prominent 
citizen of Hot Springs, Ark., has received 
notification of his reappointment to the 
honorary Arkansas Tuberculosis Sana- 
torium Board. Mr. Williams was first 
appointed to the board when it was or- 
ganized 18 years ago. Governor J. E. 
Martineau appointed Mr. Williams to serve 
another six year term. 

Six Arkansas business men comprise the 
board of directors of the Tuberculosis 
Sanatorium at Booneville, Ark. 





N. Y. Purchasing Agents’ Assn. 
Elects at Annual Meeting 


E. H. Hawkins, divisional purchasing 
agent of the E. I. duPont de Nemours 
& Co.’s New York office, was elected presi- 
dent of the Purchasing Agents’ Associa- 
tion of New York at the annual meeting, 
held recently. 

Other new officers for the ensuing year 
are: R. W. Hafner, Standard Varnish 
Works, New York City, first vice-presi- 
dent; W. F. Johnson, Bell Telephone 
Lbts., Inc., New York City, second vice- 
president; E. B. Fields, New York and 
Queens Electric Light and Power Co., 
Long Island City, treasurer ; J. H. Leonard, 
secretary. 
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Nutmeggers and Connecticut Dealers 


Hold Outing 


The first annual joint outing and shore 
dinner of the Nutmeggers and the Con- 
necticut Hardware Association was held 
at Double Beach, Branford, Conn. and 
proved a most successful affair, well at- 
tended’ in spite of the heat, on July 13. 
E. C. Sullivan, Hotchkiss Co., Waterbury, 
Conn., secretary of the Nutmeggers did 
a yeoman job in handling the details in 
preparation for the outing. Pres. Linford 
C. White, Standard Tool Co., and Past 
President Leon Schwartz, Patterson-Sar- 
gent Co. were on the job, which as any- 
body knows means a successful party. 

Russell J. Atkinson, Brooklyn, N. Y., 
president, National Retail Hardware As- 
sociation and Al Cornell, formerly presi- 
dent, Metropolitan Hardware Association 
and now with Paterson-Sargent Co. were 
the guests of honor. Both made brief re- 
marks at the supper table. Mr. Atkinson 
paid tribute to salesmen and said dealers 
would find them their best sources for 
worth-while merchandising information. 


F. T. Blish, South Manchester, Conn., 
president; Henry S. Hitchcock, Wood- 
bury, Conn., secretary and Herman W. 
Morse, Meriden, Conn., treasurer, Con- 
necticut Hardware Association were pres- 
ent with several other members. Jerry 
Collins did not win the fat man’s race but 
he beat his partner, Freeman. Both are 
from Branford. 

In the ball game the dealers’ team beat 
the salesmen 10-10. Leon Schwartz was 
umpire and most everybody said he was 
better as a paint salesman. Henry Hitch 
cock brought in the winning run. 

Some of the boys went in swimming, 
others played ball, participated in the field 
sports or just loafed about. A_ regular 
shore dinner was served in the evening 
with music and community singing. Nut- 
megger, H. F. Spaulding & Bros., ren- 
dered a few solos and vice-presidents J. 
T. MacCulloch, Robison-Rochester Co., 
and Carlton Phillips, L. S. Starrett Co., 
did their bit. About sixty were present. 





Harry Hutchisson Elected Presi- 
dent and General Manager, 
Davis, Hunt, Collister Co. 


Harry Hutchisson, long identified with 
the hardware trade in Cleveland, has been 
elected president and general manager of 
the Davis, Hunt, Collister Co., Cleveland 
wholesale and retail hardware dealer. He 
succeeds J. H. Collister who has been 
actively connected with the company for 
58 years. Mr. Collister desired to relieve 
himself from the more active duties of 
president, but will not entirely sever his 





Harry Hutchisson 


connection with the company, having been 
named as chairman of the board of di- 
rectors. 

Mr. Hutchisson has been in the hard- 
ware business in Cleveland for about 35 
years. He started with the Lockwood- 
Taylor Hardware Co. and was associated 
with its successors brought out by consoli- 
dations, the H. W. Leutkemeyer Co. and 
the McIntosh Hardware Corp. He was the 
active president of the Leutkemeyer Co. 
when that company discontinued business 





two or three years ago when it sold its plant 
site for Union Station purposes. When the 
Leutkemeyer Co. discontinued business Mr. 
Hutchisson went with the George Worth- 
ington Co. as manager of its city whole- 
sale sales and remained with that com- 
pany until assuming his new connection. 

Mr. Hutchisson has for a long time been 
very active in the Electrical League of 
Cleveland, of which he has served as 
president and vice-president, and for the 
past nine years has been treasurer of that 
organization. 

The Davis, Hunt, Collister Co. is one 
of the oldest hardware companies in Cleve- 
land. It started in business in 1864 and 
remained in one location for 60 years. 
Under Mr. Hutchisson’s management the 
company plans to expand both its whole- 
sale and retail business and to add new 
linés. 

Mr. Collister took quite an important 
part as a hardware merchant in develop- 
ing the bicycle business, which became 
active in his early days. He took an in- 
terest in promoting bicycle races and cross 
country runs and conducted a school for 
teaching bicycle riding. 


Valentine Elected President 
of Boulder Round Table 


John W. Valentine, president of the 
Valentine Hardware Co., Boulder, Colo., 
has been honored by being elected presi- 
dent of the Boulder Round Table, an or- 
ganization composed of presidents of civic 
organizations in Boulder, Colo. 

Mr. Valentine is also president of the 
Chamber of Commerce, Boulder Ore Sam- 
pler, and Boulder Grubstake Association. 
Last year he was president of the Boulder 
Rotary Club. Having served as president 
of the Mountain States Hardware and 
Implement Dealers’ Association, he is well 
known to the trade in that section of the 


country. 
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Arms and Ammunition Manufacturers Dis- 


continue Contributions and Donations 


Sporting arms and ammunition manu- 
facturers gathered together last month in 
the Sporting Arms and Ammunition Manu- 
facturers’ Institute, at 103 Park Avenue, 
New York City, and decided that the mis- 
cellaneous contributions and donations of 
free firearms, loaded paper shells, and me- 
tallic cartridges was economically unsound 
and prevented efficient purchasing. At 
this meeting the following resolution was 
adopted : 

“Be it resolved, that the practice of 
giving prizes or contributions by manu- 
facturers or their employees to any trap- 
shooting tournament, rifle tournament, 
association or organization affliated with 
the sport of shooting be forthwith dis- 
continued. 

“Be it further resolved, that the prac- 
tice of giving prizes or contributions, and 
of supplying free firearms, loaded paper 
shells or metallic cartridges on the part 
of the manufacturers or their employees 
to individual shooters, gun clubs, rifle 
clubs, dealers or jobbers as a means of 
stimulating interest and good will in the 
sale of firearms, loaded paper shells and 
metallic cartridges as furnished by said 





manufacturers be forthwith discontinued. 

“Be it further resolved, that the mem- 
bers of this Institute at all times abide 
by and support the rules and regulations 
of the Amateur Trapshooting Association 
or any similar body that defines the ama- 
teur status of a trapshooter and in no way 
or manner, either directly or indirectly, 
or through other representatives, supply 
any amateur shooter with loaded paper 
shells, or anything of value, contrary to 
said rules and regulations. . 

“Be it further resolved, that in support- 
ing these resolutions it is incumbent upon 
manufacturers at all times to preserve the 
underlying spirit of good sportsmanship 
upon which these resolutions are based.” 

The members of the Institute are Cellu- 
lose Products, Inc. E. I. duPont de 
Nemours & Co., Federal Cartridge Corp., 
A. H. Fox Gun Co., Hunter Arms Co., 
Hercules Powder Co., Ithaca Gun Co., 
Parker Bros., Peters Cartridge Co., Rem- 
ington Arms Co., Inc., Savage Arms 
Corp., United States Cartridge Co., West- 
ern Cartridge Co., and Winchester Re- 
peating Arms Co. 





Pease Store in Superior, Wis. 
Badly Damaged by Fire 


One of the worst fires which has oc- 
curred this year in Superior, Wis., dam- 
aged the Pease Hardware Store te an ex- 
tent estimated at $60,000. The fire had 
gained considerable headway before the 
fire department was called, and the dam- 
age to the building was estimated at $27,- 
000, while the stock was almost a total 
loss. The owners of the building reported 
that it would be rebuilt as soon as possible. 


Arthur R. Paeske Dies 


Arthur R. Paeske, of the hardware firm 
of Ottaway & Paeske, died in Edgar, Wis., 
recently. His death resulted from pneu- 
monia. He was 42 years of age. 

Mr. Paeske started in the hardware busi- 
ness when only a boy and was employed 
in the hardware store of A. W. Puchner, 
Edgar, Wis. In 1912 he engaged in the 
hardware business with his brother-in-law, 
George D. Ottaway, who was his partner 
until his death. 


John E. Dewane Dies 


John E. Dewane, a prominent hardware 
dealer of Maribel, Wis., passed away re- 
cently as a result of pneumonia. He was 
59 years of age. 

Mr. Dewane was actively engaged in 
the hardware business in Maribel and also 
was connected with the Dewane hardware 
store at Cooperstown, Wis. He started 


in the hardware business in 1900, and at 
the time of his death was also president 
of the Maribel State Bank and the Farm- 
ers and Merchants’ Elevator. 





The Wooster Brush Co. Enjoys 
Its Sixth Annual Outing 


The sixth annual picnic of the employees 
of The Wooster Brush Co., Wooster, Ohio, 
was held at Summitt Beach, Akron, Ohio, 
on Saturday, July 2, 1927. 

The many employees of the company, 
with their families, enjoyed the outing. 
There was swimming, baseball, dancing, 
and a real old-fashioned picnic meal. A 
number of contests, for which prizes were 
given by the company, were enjoyed by 
all and afforded much amusement. 





W. F. Shanner Now With the 
Richards & Conover’ Hdwe. Co. 


W. F. Shanner, who recently resigned 
from the Tritch Hardware Co. of Denver, 
Colo., is now connected with the Richards 
& Conover Hardware Co. of Kansas 
City, Mo. It is understood he will travel 
in Colorado for that firm. 





Geo. Worthington Co. Presents 
Fada Line in Hotel Cleveland 


The rather unique plan of bringing the 
retailer to see the merchandise was adopt- 
ed by the George Worthington Co., hard- 
ware jobber, Cleveland, Ohio, which in- 
vited retailers in Cleveland and northern 
Ohio to a display and demonstration of 
new models of Fada radio receiving sets 
and loud speakers. This was held July 7 
in the ballroom of the Hotel Cleveland, 
where dinner was served to the guests. 
Over 100 invitations were sent out, and 
these were generally accepted. Repre- 
sentatives from the factory were present 
and explained in detail the improvements 
in the radio equipment exhibited. 
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Animal Trap Co. Offers Cash 
Prize for Best Pelt Caught 


Game traps will play a most important 
part in many dealers’ windows this fall, 
due to the rapidly growing interest in 
trapping, caused by the great demand for 
fur. The $1,000 cash prize which the 
Animal Trap Co. of America, Lititz, Pa., 
has offered for the best pelt caught during 
the 1927-28 season is another stimulus. 

The award is unique in the history of 
trapping and will attract attention in out- 
door circles throughout the country. Many 
thousands will await the announcement of 
the winner, which will be published in the 
spring of 1928 issues of leading outdoor 
life publications. 

The contest is open to all, with the ex- 
ceptions of employees of the sponsoring 
company. To enter the contest, the pelts 
should be sold in the usual way, but ad- 
vising the raw fur buyer of the brand 
of trap employed. This will have no bear- 
ing on the award, but simply serve as a 
record. Any make or brand of steel trap 
can be used. Every pelt will be placed 
on an equal basis, the value of the species 
having no bearing on the award. Judg- 
ment will be passed solely upon the quality 
and condition of the pelt when compared 
with others of the same species. 

Any pelt legally taken in a steel trap 
during the legal trapping season will be 
eligible for this $1,000 award. In case 
of tie, each winner will receive $1,000. 
At the close of the trapping season the 
Animal Trap Co. of America will conduct 
a canvass of the fur houses of the United 
States. The final judges will be members 
of the editorial staffs of three national 
publications and the advertising manager 
of the company. 

In conjunction with this prize contest, 
the Animal Trap Co. of America has de- 
signed window trim especially planned 
to help the dealer sell not only game 
traps but other items of outdoor equip- 
ment. Display cards will be used. In 
sufficient quantities to supply his trade, 
circulars containing these rules will be sent 
to every dealer upon request. The sale 
of traps usually leads to the sale of other 
outdoor equipment. The trapper will be 
interested in a new knife to replace the one 
he lost or wore out last season. Possibly 
a new rifle may be needed. Without doubt, 
he will be compelled to replenish his stock 
of ammunition. The trapper beginner will 
require not only a complete assortment 
of traps, but also guns, knives, ammuni- 
tion, camping equipment, etc. This year, 
make the game trap window display catch 
the passerby’s attention. Then check up 
on the number of sales of other outdoor 
sporting goods that can be traced directly 
to the customer’s interest in traps. The 
result will be astonishing. 





Disston File Works Manager 
Completes 50 Years’ Service 


George L. Rogers, file works manager 
Henry Disston & Sons, Inc., Philadelphia, 
on June 28 completed his fiftieth year with 
the Disston company. He operated the 
first saw file cutting machine put into 
operation by the Disston organization in 
1877. Mr. Rogers was given a gold watch 
by the company as a token of appreciation. 
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Bonney Right Angle Wrench Kit 
of Three Pieces 


The Bonney Forge and Tool Works, 
Allentown, Pa., is marketing a new type 
of wrench, known as the Chrome Vanadium 
Right Angle Wrench. It is of the double- 
end type, but varies from the conventional 
open-end wrench in that the jaws are at 
right angles to the handles. 
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The new Bonney No. 4 Kit (illustrated 
herewith) consists of three of the most 
popular size right angle wrenches of this 
type. The kit has been especially prepared 
by the manufacturer as a sampling proposi- 
tion, and therefore is available at a lower 
price than if the wrenches were bought 
singly. 

National Mfg. Co. Publishes 

Supplement to Catalog No. 20 


The National Mfg. Co. of Sterling, Ill, 
manufacturer of builders’ hardware, has 
recently released a supplement to Catalog 
No. 20. 

This supplement contains illustrative de- 
scriptions of the barn door hanger sets, 
trolley rail, trolley brackets, trolley garage 
sets, and door hangers which they manu- 
facture. 





Ideal Motor Valve Refacer 


The Ideal Machine Co. of Lynn, Mass., 
recently placed on the market a tool which 
they claim meets a long felt need among 
automobile service stations. 














A Universal motor of % hp. which runs 
at 5000 r.p.m. operates the Ideal Motor 
Valve Refacer. 

To use the refacer the valve is placed 
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in the chuck to within 1/32 of an inch of 
the grinding wheel and then fastened se- 
curely. Then, with the motor running the 
small wheel is turned to the right while 
turning the larger wheel on the valve 
spindle to the left. This action is claimed 
to grind the valve face smoothly and ac- 
curately. 

The capacity of the chuck is from 3/16 
in. to 29/64 in. The side of the Norton 
Special Alundum Wheel is used. 





Two Portable Electric Drills 
Meet Many Requirements 


Millers Falls Co., maker of tools, of 
Millers Falls, Mass., has very recently 
placed on the market two portable electric 
drills, catalogued as No. 538 and No. 612. 

No. 538 has a ball bearing motor shaft, 
phosphor bronze bushings, and heat treated 
alloy steel gears. The housing is of alumi- 
num, efficiently ventilated. The pigtail 
brushes are said to be easily replaced from 
the outside without taking the tool apart. 
It has a % inch Jacobs Chuck. The motor 
is of the universal type, operating on direct 
or alternating current. With no load the 








speed is claimed to be 1000 revolutions per 
minute, when under full load, 600 r.p.m. 
This drill has a capacity of 3% inch in steel 
and % inch in hard wood. The overall 
length is 18 inches, the weight 1334 Ib. 

No. 612 is very similar, but designed for 
heavier work. It has all the features and 
characteristics of No. 538 with few excep- 
tions. Its Jacobs Chuck is % inch and the 





speed is somewhat slower. With no load it 
is accredited with 650 r.p.m., under full 
load, 330 r.p.m. The capacity is for % 
inch in steel and 34 inch in hard wood. 
The weight is 15 lb. and the overall length 
20 inches. 

Each drill is equipped with 15 ft. of rub- 
ber covered cord, double pole, double break 
safety switch with catch for continuous 
operation and an adjustable combination 
spade handle and breast plate. Packed one 
in a wooden box. 
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Remington’s Kleanbore Elimi- 

nates Cleaning of Gun Barrel 

Remington Arms Co., Inc., New York City, 
has placed on the market the new Klean- 
bore .22 Rimfire cartridge, which success- 
fully eliminates rust, corrosion and _ pit- 
ting of the gun bore, doing away with the 
necessity of cleaning the gun barrel. The 
perfection of Kleanbore cartridges is the 
result of extensive study, experimentation 
["T dont have to clean it ary more” 
| Remington — 
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Cartrid, : 

















and exhaustive tests. It places on the mar- 
ket a cartridge which will appeal to both 


the dealer and sportsman, as for many 
years makers, sellers and users of arms 
and ammunition have eagerly watched 
various developments intended to obviate 
the necessity of cleaning the gun barrel 
after use. 

American practice in the manufacture 
of ammunition has differed materially 
from, that of European factories. Certain 
materials and methods, valuable in foreign 
countries, in order to function satisfactori- 
ly in this country, require tremendous 
changes in methods and machinery. 

In perfecting Kleanbore, Remington has 
made important changes in methods and 
machinery, checking and rechecking every 
step in the development of this new cart- 
ridge. More than twenty million rounds 
of Kleanbore were tested in every concei- 
vable way before any announcement was 
made. Experts experimented under nor- 
mal shooting conditions, and _ scientific 
tests were made to insure a_ perfect 
product. 

The reception given Kleanbore has 
necessitated the production and sale of 
three million cartridges per day for sev- 
eral months. To assist dealers in the mer- 
chandising of Kleanbore, Remington has 
prepared an attractive display card meas- 
uring 18 by 24 in. It is suitable for win- 
dow or counter display use, and will be 
furnished to dealers upon request. 
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New Child’s Auto Seat 
Is Called “Ride-Along” 


A convenient auto seat for the baby is 
one of the newer products of the Toledo 
Metal Wheel Co., Toledo, Ohio. ‘‘Ride- 
Along” is claimed to be both safe and 
practical. The mother, while driving the 





car, can eliminate worrying or watching 
the little one, because the child is riding 
right alongside in a comfortably padded 
seat held in a strong frame that hooks 
over the back of the car seat. The young- 
ster is raised from the level of the car seat 
and can see what is going on. 

Details of construction have been worked 
out and include safety strap, comfortable 
arm rests and a rubber covering on sup- 
ports. ‘“Ride-Along” is finished in gray 
enamel, upholstered in gray cloth and folds 
compactly when not in use. 





Everedy Co. Makes a Syphon 
for Home Bottling 


A new addition to the line of products 
which are manufactured by The Everedy 
Co. of Frederick, Md. is the Everedy Sy- 
phon Filter. This device is said to com- 
bine the operations of drawing off and 
filtering a liquid. 





The filter consists of a metallic float 
having a concave bottom. Over this is 
stretched a fabric filter disk. After being 
immersed in the contents of the vessel for 
a few moments, the flow of the liquid is 
started through the hose by the usual 
method. As the surface of the liquid 
falls in the process of drawing off, the 
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float falls with it and syphons off the en- 
tire contents. 
It is made in one standard size, and dis- 
tributed in an attractive display carton. 
This product will be useful for home 
bottling and preserving. 





Dealer Can Assemble This 
New Sectional Shelving 


| 


Realizing the present need of the hard- | 
ware dealer to make increased sales that | 


pay him more profit and the importance of 
displaying merchandise with scientific ex- 





* 








actness, arranging the entire store correct- 
ly, the Duluth Show Case Co., of Duluth, 
Minn., is now manufacturing a new type of 
shelving. 

This hardware shelving is built up from 
fabricated wood and steel parts at the fac 
tory, where all possible assembling is done. 























The manufacturer claims that the merchant 
need simply to slip these fabricated parts 
together to form a section of shelving to | 
display any merchandise desired. 








One of the many advantages the Duluth 
Show Case Co. claim for this type of shelv- 
ing is that it is very practical, its cost 
very near that of home-made pine shelv- 
ing, and any section can be quickly and 
easily changed to meet the requirements for 








the display of any class of merchandise. 
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Sno-Cap Display Plan 
Designed by Washburn Co. 


An attractive display plan featuring Sno- 
Cap Brushes has been placed on the market 


q 


| by The Washburn Co., of Worcester, Mass. 


It consists of a wire frame with seven 
hooks, four inches long. A three color dis- 
play card measuring 20 by 21 inches, is 
fitted on the frame with the hooks pro- 


SNO-CAP BRUSHES 
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truding through. There are seven, of what 
are claimed to be the “most popular” sell- 
ers displayed. One dozen bottle, sink, per- 
colator, pastry, vegetable, and kettle brushes 
and one dozen dish mops comprise the com- 
plete display deal. 

It comes packed in a shipping carton, 
weighing, complete, 15 Ib. 





Gainaday Electric Co. Improves 
Its Washing Machine 


The Gainaday Electric Co., Pittsburgh, 
Pa., announce many new improvements in 
their electric clothes washer. The new 
model will be known as the Improved 
New Gainaday. Some of the new features 
which the company claims for its product 
are: a larger opening in top of cabinet and 





a narrower ring on the tub, which gives a 
full exposure of the tub. There are cor- 
rugations which are said to supplement 
the baffles in the tub, increase the water 
action and add strength. The tub itself 
has been increased in size and has been 
speeded up. The swing of the tub is 
claimed to have been lengthened and a new 
cone, made of coppe: with a nickel plated 
satin finish has been installed. The Im- 
proved New Gainaday has one lid instead 
of two, making it easier to show and to 
demonstrate. All moving parts are pro- 
tected by a belt guard. 
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WASHINGTON, July 19.—Just as the 
automobile plant and the automobile itself 
must have hardware, so must the field of 
aeronautics. The possibilities perhaps are 
beyond the conception of any mind. For 
commercial aeronautics have developed and 
are being developed far beyond the real- 
ization of the average man in the street. 
The recent triumphs across the Atlantic 
and the Pacific have given an amazing 
stimulus to air transportation, and the day 
of a big airplane industry with vast re- 
quirements of hardware, steel, lumber, and 
what not is not difficult to visualize, though 
its extent may be of impossible foresight. 
Man in the airplane may be as numerous 
as the man in the motor car. Railroads 
even are talking of supplementing their 
regular service with air transportation. 

The striking growth of commercial 
aeronautics is reflected by statements com- 
ing from William P. MacCracken, Assist- 
ant Secretary for Aeronautics, Depart- 
ment of Commerce. He recently pointed 
out that so great has become demands 
for pilot licenses, inspection and registra- 
tion of aircraft that he found it neces- 
sary to complete the aeronautics branch 
by appointment of a director who will give 
his entire time to supervision of this part 
of the work. Approximately 2100 appli- 
cations for license as pilots, 1600 applica- 
tions for inspection and registration of 
aircraft, and 2000 applications for license 
as airplane mechanic already are before 
the new director for consideration. In 
addition, an increasingly large number of 
cities is applying for advice regarding 
location and operation of airports. In a 
survey of airway facilities in the United 
States, it was found by the Department 
of Commerce that there are 864 airports 
and intermediate landing fields, and by the 
end of 1927 it is estimated there will be 
about 1000 dotting the United States from 
coast to coast, and from the Canadian bor- 
der to the Gulf of Mexico. It has been 
pointed out that this new and interesting 
industry undoubtedly offers a market for 
hardware as well as a multitude of other 
lines, including radio equipment to be used 
for talking from the air. 


Competition faced by domestic makers 
of window glass has become so keen from 
European countries with depreciated cur- 
rencies that it is claimed a 50 per cent 
increase in the tariff duty on imports, 
which has been requested, will not give 
adequate protection to the American in- 
dustry. The assertion has been made that 
failure of Congress to provide for Ameri- 
can valuation as the basis for assessing 
duties is costing the American window 
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Washington News Letter 


Growth of Commercial Aeronautics—European Glass Competition—Cost of 
Iliness in Industry—Electrical Exports—Americanization of Germany’s 


Industrial Plants—Federal Specifications on Padlocks, etc. 


By L. W. Moffett 


and has brought about a condition that is 
distinctly discouraging. American valua- 
tion can be applied only in the case of 
imports of dyes. The result, it is stated, 
is that there is no way to meet the depre- 
ciated currency situation existing in the 
countries affected, France, Belgium, and 
Czechoslovakia, whose window glass ship- 
ments to the United States are subject to 
ad valorem duties based on the sale price 
of the countries of origin. In addition 
to bringing down greatly the price when 
measured against the American cost and 
price, European wages are hopelessly low, 
even though much higher than in prewar 
days, and there is not the smallest prospect 
that American wages could be put on such 
a parity, nor there is any thought of such 
a step. 


The cost of illness to industry has never 
been determined nationally, but one promi- 
nent manufacturer, with an annual payroll 
of approximately $5,000,000, estimates that 
the tribute demanded by illness annually 
amounts to $287,500 in his industry alone. 
This includes charges for idle machinery 
and loss in production. The loss to the 
individuals and the community due to the 
illness of his employees is estimated to be 
$330,000 annually. This takes into consid- 
eration direct loss of wages, indirect loss 
of earning capacity after illness, medical 
and nursing expenses, public expenses and 
charitable relief. 

These facts are made known in a state- 
ment issued by the Insurance Department, 
Chamber of Commerce of the United 
States, which deals with progress made 
in the United States through checking and 
control of diseases and the improvement 
of sanitary conditions. The bulletin says 
there are vast possibilities of still greater 
progress. As a measure of the annual 
economic loss to the country through ill 
health and premature death, the bulletin 
cites estimates of $2,000,000,000 due to the 
first and $6,000,000,000 due to the second 
cause. At the same time impressive eco- 
nomic gains are recorded through the more 
effective control of widely prevalent dis- 
eases, such as tuberculosis, diphtheria, ty- 
phoid, influenza and pneumonia. Based on 
the reduction of the tuberculosis rate since 
1900, an estimate of $2,000,000 is made 
as the annual saving in this field alone. 
The bulletin explains that any decrease in 
earning power is naturally reflected in 
reduced purchasing power “with the result 
that every case of illness or premature 
death involving loss of wages has an ef- 
fect upon the community.” 

“In a number of leading stores, six days 


| and injury proved an average experience,” 
says the bulletin. “For a working force 
of 1000 people at an average wage of $3 
per day this amounts to $18,000 a year 
in direct wage loss alone. — Industrial 
medical supervision, at an average annual 
cost of several dollars per worker, offers 
one method of reducing such losses.” 


May exports of electrical equipment at 
$8,835,563 show an increase of $1,371,- 
265 over May, 1926, and $153,605 over 
April of this year, according to the Elec- 
trical Equipment Division, Department ot 
Commerce. Out of 67 classes, 35 regis- 
tered gains in May, 1927, when compared 
with the same month of 1926. Motors un- 
der one horsepower continued to show an 
increase, gaining $67,715, while accessories 
und parts of motors rose $92,700. Exports 
of portable electric tools for May regis- 
tered a $22,590 increase as compared with 
a vear ago. The foreign market for 
household electric appliances continued 
good, shipments of electric fans increas- 
ing $76,158, and motor-driven household 
devices showed a $46,549 gain. Exports of 
1adio apparatus showed a gain of $262,252 
in May as compared with May, 1926, but 
decreased $58,361 under April of the pres- 
ent year. 


Germany is coming back, according to 
Commercial Attaché Douglas Miller, Ber- 
lin. Germany is trying hard to adjust 
industry to modern conditions, and busi- 
ness men in Germany are looking to Amer- 
ica for ideas in efficient manufacture, it 
is claimed. Many German manufacturers 
are reported planning the Americanization 
of their plants, offices, and shops. Ger- 
many’s foreign trade has now almost re- 
covered to the 1913 level. Many Ameri- 
can manufacturers are finding increasing 
sales in Germany, especially such items as 
office equipment, motion-picture films, toi- 
let preparations, rubber manufactures, ma- 
chine tools, tractors, and pharmaceuticals. 
This new import trade is growing up 
alongside the old one of cotton, grain, 
petroleum, copper and tobacco from the 
United States. 


The Federal Specifications Board has 
just issued revised specifications on pad- 
locks and wood screws and new specifica- 
tions on hand drills with hollow handles. 
The specifications are to become effective 
not later than Oct. 11, and it is mandatory 
that they be met in supplying government 








glass manufacturers and workers heavily, 


lost per individual each year from illness 


requirements. 


















48 


HARDWARE AGE 


July 21, 1927 


General Market News 





Distributers Expect Continued 
Summer Activity—Basic Conditions 
(,ood—Current Demand Is Active 


ers. Summer business has averaged slightly better than normal 


(J ex Summ summer activity is expected by hardware distribut- 


due partly to the lateness of the warm weather. 


Though some 


crops are behind the usual seasonal schedule the agricultural outlook 
has shown considerable improvement in the past two weeks and the 
outlook for good harvests is encouraging. 

Building programs have kept up very steadily and employment in 
most sections is considered satisfactory. These factors contribute to 
keep the hardware market active with prices firm. Collections are show- 
ing constant improvement, in hardware circles. 

Current volume for general shelf hardware is satisfactory. Dealers 
are relatively more active than jobbers according to reports received 
at press time. Early interest in fall lines is very light, though both 
manufacturers and distributers are announcing prices on such goods. 





Car Loadings Reach Peak 
in First Half of Year 


Loading of revenue freight for the 
first 26 weeks this year totaled 25,326,- 
726 cars, the greatest number ever 
loaded during any corresponding period 
on record, according to reports of the 
Car Service Division of the American 
Railway Association. This was an in- 
crease of 317,575 cars over the total 
number loaded during the correspond- 
ing period last year and an increase of 
998,236 cars compared with the corre- 
sponding period in 1925. 

For the week of June 25, reports 
showed 1,018,206 cars loaded with rev- 
enue freight. This was an increase of 
1855 cars over the preceding week. 
Compared with the corresponding week 
of last year, the total for the week of 
June 25 was a decrease of 37,156 cars. 





Commercial Failures Decline 
Week Ending July 7 


Business failures for the week ended 
July 7 number 293, which compare 
with 455 last week, 306 in the like 
week of 1926, 304 in 1925, 281 in 1924 
and 330 in 1923, says Bradstreet’s. 
New England States had 29; Middle 
58; Western, 58; Northwestern, 20; 
Southern, 79, and Far Western, 49. 


Canada had 37 failures in the week 
just closed, as compared with 39 in 
the week before. In the United States 
76.7 per cent of the concerns failing 
had $5,000 capital or less and 17 per 
cent had from $5,000 to $20,000 capi- 
tal. 





There is little change in the number 
of failures in the United States this 
week from the total for a year ago, 
313 defaults being reported to R. G. 
Dun & Co. for the five days this week, 
against 306 for the corresponding 
period of 1926. The number is smaller 
this week than a year ago in the West, 
but the sizable reduction in that sec- 
tion is slightly more than offset by 
increases in the East, the South and on 
the Pacific Coast. Of the current 
week’s insolvencies 177 had liabilities 
of more than $5,000 in each case which 
is somewhat below the 186 similar fail- 
ures of this week of 1926. Numbering 
30, defaults in Canada this week, as 
reported to R. G. Dun & Co., are below 
the 38 insolvencies of last week, and 
also show a decrease from the 42 fail- 
ures of a year ago. 





Dollar’s Buying Power 72.1c 
Last Week, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity announced that last week’s 
prices, based on Dun’s quotations, aver- 
aged 138.8 per cent of the pre-war 
level. The purchasing power of the 
dollar was 72.1 pre-war cents, says the 
Journal of Commerce. 

For June prices averaged 139.8 and 
purchasing power 71.5. Prices for the 
quarter averaged 139.9 and purchasing 
power 71.5. 

Crump’s index for the week was 
135.6; for June, 135.6, and for the 
quarter, 135.6. 

The Italian index for the week ended 
June 25 was 500.2. 





To 


Federal Reserve Banks Re- 
duce Expenses During Year 


1926 


Notwithstanding the continued in- 
crease in the volume of work handled, 
total current expenses, exclusive of 
fiscal agency expenses reimbursable by 
the United States Treasury, a further 
reduction in current expenses of the 
Federal Reserve Banks were effected 
during 1926, according to the annual 
report of the Federal Reserve Board 
made available July 14. 

Expenses during the year totaled 
$27,350,000, as compared with $27,528,- 
000, the preceding year. Salary pay- 
ments to clerical employees declined by 
$394,000 and rent paid by $81,000 but 
these and other smaller reductions were 
largely offset by increases in insurance 
premiums on currency and _ security 
shipments, postage and expressage, 
necessitated principally by the larger 
volume of currency and checks handled, 
and by increases in taxes, repairs and 
alterations on banking houses, legal 
fees and miscellaneous expenses. The 
cost of Federal Reserve currency, in- 
cluding redemption and _— shipping 
charges, amounted to $1,714,000 in 
1926, compared with $1,803,000 in 1925. 

The cut in salary costs following a 
reduction of $1,200,000 made the pre- 
vious year, notwithstanding the larger 
volume of work handled in the princi- 
pal departments, is evidence of a con- 
tinued increase in efficiency of the op- 
erating staff of the banks, the board 
declared. 


Eveready $1.25 Flashlight 
Reduced to $1.00 


According to an announcement from 
the general sales headquarters of the 
National Carbon Co. of New York 
City, the makers of Eveready flash- 
lights have entered the popular-priced 
market with a $1.00 flashlight. 

Instead of manufacturing a new 
flashlight to retail at $1.00, the com- 
pany has reduced the price of its pres- 
ent $1.25 flashlight to sell for the lower 
price. This item is contained in the 
No. 18 display unit which consists of 
twelve No. 2604 black flashlights and 
six No. 2631 nickel flashlights. Under 
the former schedule of price, the list 
value of this deal was $17.10 and the 
net price, $11.30, now they are respec- 
tively $12.60 and $8.82. 
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Good Demand Being Shown for Summer 


(Chicago Office of HARDWARE AGE) 


CHICAGO, July 19.—There has been practically no change in the 
situation in the Chicago hardware market during the past week. 
The demand for summer merchandise which has been rather slow 
up to a few days ago, has, with the warmer weather, shot forward 


and is at present very active. 


There is also at this time a heavy 


call for sporting goods and fishing tackle, golf, tennis and baseball 
goods are all moving so rapidly that the manufacturers are falling 


behind on their shipments. 


Building operations have also picked up and while actual con- 
struction is still running slightly behind this same period of last 
year, the total for the first six months of 1927 is about 10 per cent 


ahead of the first half of 1926. 


Steel mill activities in the Chicago area continue to show a mid- 
summer slump and operations are now down to about 70 per cent 
of capacity. However, inquiries from the railroads and implement 
manufacturers are becoming more numerous and are suggestive of 
more favorable conditions in the near future. 





AUTOMOBILE ACCESSORIES.—The 
demand for auto accessories is slowly 
improving as the tourist season gets 
under way. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 538c. each; A. C. 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Light.—Appleton, No. 2380, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps—Rose, 114 in. cylinder, $1.85 
each. 

Tires and Tubes.—30 x 3% oversize 
cord tires, $8.75 each; regular cord, 
$6.60 each; gray inner tubes, 30 x 
3%, $1.24 each; red inner tubes, 30 x 
3%, $1.45 each. 


BASEBALL GOODS.—A heavy volume 
of orders continues as dealers replenish 
their stocks. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Goldsmith Official 
League Balls, $15 dozen; Special 
Official League Balls, $8.90 dozen; 
Slugger bats, $16.20 dozen. 


BOLTS AND NUTS.—Prices are firm 
and sales are holding up well. 


We quote from _ jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 





10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS’ HARDWARE.—A very 
fine demand is reported and prices are 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.92 
per doz. pair, case lots—less quanti- 
ties, 12c. per doz. pair higher; 4 x 4 
steel butts, old copper and dull brass 
finish, $2.64 per doz. pair, case lots— 
less quantities, 12c. per doz. pair 
higher; heavy steel bevel inside sets, 
$5.75 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass bit-keyed front 
door sets, $2.49 per set; cylinder 
front door sets, $6 per set. 


CHAIN.—The demand is holding up re- 
markably well considering the time of 
the year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof cow 
chains, $8.50 per 100 lb. Tenso Bull 
Dog and Brown coil chains, 50-10 
per cent discount; No. 00-4% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 
There is a fair demand and prices are 
unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


ELECTRICAL MERCHANDISE.—The 
warmer weather has greatly increased 
the demand for fans and electric irons. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Electrical Merchandise. — No. 14 
rubber covered wire, $6.25 per 1000 
ft.; in 1000 ft. lots, $5.75; No. 18 lamp 
cords, $12.50 per 1000 ft.; in 1000 ft. 
lots, $12; %-in. brush brass key 
sockets, 15%c. each; two-way plugs, 
45c. each, in lots of 10, 40c. each; 


Merchandise—Chicago Prices Are Firm 


two-piece attachment plugs, 7c. 
each; dry cells, boxes of 50, 32%c. 
each; less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 776, pack- 
ages of 10, $1.30; No. 767, $2.62 each; 
No. 767, packages of 5, $2.44 each; 
No. 770, $3.40 each; No. 772, pack- 
ages of 5, $3.17; No. 112, $2.62 each; 
packages of 5, $2.44; No. 486, $3.58 
each; No. 486, packages of 5, $3.33. 

Battery Chargers.—Apco line, lot 
of less than 10, $13.50 each. 


FILES.—There is a steady and nor- 
mal demand. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; B’ack Diamond files, 
50 per cent off list. 





FISHING TACKLE. — Manufacturers 
are getting very much behind on ship- 
ments, due to the continued heavy de- 
mand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Bronson No. 100, $2.25 
each: Chicago level winding reel, 
$2 each; Symploreel No. 752, $4.90 
each; South Bend Bass-Orenos, $8 
doz.; Heddon’s Ziz-Wag, $10 dozen; 
high grade silk casting line, $1.40 per 
100 yards. 


GALVANIZED WARE.—Due to the 
unprecedented late season an unknown 
July demand for galvanized waterpots 
has appeared, exhausting jobbers sup- 
posed overstock. 


We quote from jobbers’ ste cks, 
f.o.b. Chicago: Standard galvanized 
after-made tubs, No. 1, $6; No. 2, 
$6.85; No. 3, $8; 10 qt., galvanized af- 
ter made pails, $2.12; 12 qt., $2.33; 14 
qt., $2.60. One gal. all galvanized, oil 
cans, $2.75 doz.; 2 gal., $4 doz.; 3 gal., 
$6 doz.; 5 gal., $7 doz.; 1 bu. galva- 
nized baskets, $6.20 doz.; No. 26% 
bu. bailed galvanized measures, $4.50. 





GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales have been very good 
lately, due to the hotter weather. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, % in., lle. per 
ft.: % in., 12\c. per ft.; 5 ply, good 
quality, wrapped, %_in., 8c. per 7. 
% in., 9%ec. per ft. Lawn sprinklers, 
Rain King, $28 a doz.; original foun- 











tain sprinklers, $6 doz. 


GLASS AND PUTTY.—The new ultra- 
violet ray health giving glass is having 
a good demand. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Single strength A, all 
brackets, 88 per cent discount: single 
strength B, all brackets, 89 per cent 
discount; double strength A, all 
brackets, 88 per cent discount; double 
strength B, all brackets, 89 per cent 
discount: putty, pure grade, $4.25 per 
100 Ib.; commercial, $3.50 per 100 Ib. 


GOLF GOODS.—The demand this year 
is heavier than ever and manufacturers 


| are experiencing some difficulty in 
| keeping up with shipments. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: High-grade wood 
clubs, $2.50 each; irons, $2.10 each: 
medium grade, $1.35 each; Crawford- 
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McGregor steel shaft wood clubs, 
$4.50 each; Crawford-McGregor steel 
shaft iron clubs, $3.50 each; Grand 
Slam wood clubs, $4.75 each; Grand 
Slam iron clubs, $3.35 each; U. S. 
Royal Golf Balls, $6.50 doz.; St. 
Mungo Colonel Golf Balls, $6.50 doz. 


HANDLED HAMMERS AND 
HATCHETS.—No price changes are 
expected. Present values on tools are 
closely figured. Never before have 
such uniformly serviceable and satis- 
factory tools been offered at moderate 
prices. 


HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 a doz.; Maydole, 
$12.60 a dozen; 16 oz. machinists’ 
hammers, first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 
mers, $6 to $8. 


HATCHETS— 


We quote from jobbers’ stocks, 
f.0. b. Chicago: First quality hatchets, 
No. 2. shingling, $12.59 doz.; first 
quality hatchets, No. 2 broad, "$16. 40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


H A NDLES, AGRICULTURAL.— 
Prices are unchanged and the demand 
is normal. 
We quote from jobbers’ 
f.o.b. Chicago: 


Hay Fork Handles. — Straight 
gy and_ bored, best 
t 


stocks, 


m ; f 
X, 4% i "$2. a5. fanz 5 ft., $2.75 doz. 

Hay Fork Handles.—Bent-chucked 
and bored, best grade, with strap, 
ferrule and cap, 4% ft., $6.20 doz.; 
5 ft., $7.10 doz.; XX, 4 ft.. $5 doz.; 4% 
ft., $5.40 doz.; 5 ft., $6 "25 doz.; XX 
plain, 4% ft., $3.60 ‘doz. ; 5 ft., $3.80 
doz.; X plain, 4% ft., $2.70 doz.: » t., 
3.25 doz. 

Manure Fork Handles.—Bent, best 
grade, plain, 4 ft., $4.35 doz.; 4% ft., 
$4.70 doz.; XX plain, 4 ft., $3.85 doz.: 
4% ft., $4.15 doz.; plain, 4 ft., $2.50 
doz.; 4% ft., $2.85 doz. 

Garden Hoe Handies.—XX, 4% ft., 
$3.20 doz.; X, 4% ft., $2.20 doz. 

Garden Rake Handles.—XX 5% ft., 
$4.80 doz.; 5% ft., $3.05; 6 ft., $4. 

Shovel Handles.—Regular Pattern, 
XX, 4% ft., $6.10 doz.; X, 4% ft., $3.50 
doz.; D handles, best grade, $7 doz.; 
X, $5.50 doz. 

Spade WHandiles.—D handles, best 
grade, $6.80 doz.; X, $5.25 doz. 


HANDLES, TOOL.—Prices are un- 
changed, but very firm except for lead- 
ers sometimes available on competitive 
grades. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—Sales are good and _ prices 
are very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4 in., 88c.; 5 in., $1.16; 
6 in., $1.28; 8 in., $2.05; 10 in., $3.45 
per doz. pair; extra heavy T hinges, 
in bundles, 4 in., $1.21; 5 in., $1.49: 
6 in., $1.53; 8 in., $2.49; 10 in., $3.71 
per doz. 


ICE CREAM FREEZERS.—Warmer 
weather is speeding up the demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 
qt., $4.80 list; 2 qt., $5.60 list; 3 qt., 
$6.75 list; 4 qt., $8.25 list; 6 qt., $10.45 
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ligt; 8 qt., $13.40 list; 10 qt., $17.90 
list; 12 qt., $21.50 list; 15 at., $25.60 
list; 20 qt., $33.20 list; 25 qt., $42.60 


list; Arctic, 1 qt., $4 list; 2 at., $4.60 
list; 3 qt., $5.45 list; 4 qt., $6. 80 list; 
6 qt., $8.60 list; 8 qt., $11. 10 list. All 
the above less 50 per cent discount. 
Alaska, 1 qt., $2.05 list; 2 qt., $3.45 
list; 3 qt., $4.10 list; 4 at., $5 ‘list; 6 
me $6.30 list; 8 qt., $8.20 list; 10 qt., 
$10.75 list; 12 qt., $14 list; 15 qt., $17 
list; 20 qt., $21.50 list. A discount of 
20 and 10 per cent on all above prices. 
Acme, 2 qt., galv., $8 per doz.; 2 qt., 

enamel, $10 per doz.; 4 qt., enamel, 
$18 per doz. Above prices are net. 


LAWN MOWERS.—A heavy seasonal 
demand continues and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 16 in., ball bearing, 
5- a 11 in. wheels, $12.35 each; 
16 in., ball bearing, 4-knife, 10% in. 
wheels, $10 each; 16 in., plain bear- 
ing, 4-knife, 101% in. wheels, $8.65 
each; 16 in., ball bearing, 4- knife, 9 
in. wheels, $7.85 each; 16 in., plain 
bearing, 4-knife, 9 in. wheels, $7.35 
each; 16 in., ball bearing, 4-knife, 8 
in. wheels, $8 each; 16 in., plain bear- 
ing, 3- knife, 8 in. wheel s, $5.85 each. 


NAILS.—Jobbers’ sales are fairly ac- 
tive. The makers, while not particu- 
larly busy, state that prices are too 
low for comfort, so present figures are 
very firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and ce- 


ment coated nails, current orders, 
$2.95 per keg base. 


PAINTS AND OILS.—Prices are un- 
changed this week. Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 92c. 
per gal; 5-barrel lots, 89c. per gal. 

Linseed Oil.—Boiled, barrel lots, 
pe per gal.; 5-barrel lots, 92c. per 
ga 


Denatured Alcohol. — Barrel lots, 
53i%c. per gal.; steel drums extra $6, 
returnable. 

Turpentine.—Drum lots, 63c. per 
gal. net. 


White Lead.—100 Ib. lots. $13.75; 
50 Ib. lots. $7: 25-Ib. lots, $3.50; 12%- 
Ib. lots, $1.80. 

Shellac.—(4%4-lb. cuts). white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 

—s Paste.—Barrel lots, 7%c. per 


PREPARED ROOFING.—Sales_ con- 
tinue very heavy at unchanged prices. 


We auote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared _ roofing, 2.50 per 
square: best grade tale surfaced, $2.65 
ner square: medium tale surfaced, 
$2 per square; light tale. surfaced, 
$1.20 ner square; red rosin sheath- 
ing, $57 per ton. 


PYREX WARE.—The demand is satis- 
factory. Prices are unchanged. 
We auote from jobbers’ stocks, 


Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 
New Handled Casseroles.—Round. 
No. 622. $12 doz.: No. 623 
Oval, No. 632. $12 doz.: 
doz.; ag ye — No. 642, “$12 doz.; 
No. 643, $14 d 

Pje Plates — No. 208, 
No. 209. $7.20 per doz. 
Tea Pots.—2 cup. $21 doz.; 
$24 doz.: 6 cup, $28 doz. 
ee Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

Iced Tea Sets.—$6 per set. 


ROLLER SKATES.—Sales are normal 
and prices are firm. 


We auote from jobbers’ stocks. 
f.o.b. Chicago: Union boys’. $1.40 
pair: Union girls’, $1.50 pair: Chicago 
boys’, $1.30 pair; Chicago girls’, $1.40 
pair; rubber- tired skates, boys’, $2.65 
pair; rubber-tired skates, girls’, $2.75 
pair. 


$6 per doz.; 


4 cup, 
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ROPE.—Prices are unchanged, sales 
quiet, except haying sizes. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: No. 1 manila, ——s 
brand, 23c. to 25%c. per Ib 2 
manila, 22c. per Ib.; No. sival, 
144%c. to 16c. per Ib.; No. 2 sisal, 
13%c. to 15c, per Ib 


SASH CORD.—Prices are strong and 


the demand active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: N 7, standard 
brands, $7.65 per doz. hanks; No. 
8, $8.75 per doz. hanks. 


SASH PULLEYS.—tThere is a good 
volume of business and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz, Common- 
sense, 2 in., 60c, doz.; barrels, 54c. 
gg No. 110, 46c. doz. ; barrels, 42c. 
0Zz 


SCREEN DOORS, WINDOW 
SCREENS AND WIRE CLOTH.—A 
good volume of sales is reported as 
dealers fill in their stocks. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen doors, No. 
2-8 x 6-8, $18.15 doz.; No. 296, 2-8 x 
6-8, $22.50 doz.; No. 311, 2-8 x 6-8, 
27.20 doz, indow screens, No. 
1833, $4.05 doz.; No. 24383, $4.75 doz.; 
12 mesh black wire cloth, $1.75 per 
100 sq. ft 


SCREWS.—Price cutting by small 
makers has led to a stiff general de- 
cline. Manufacturers claim that screws 
are selling below cost of production. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 75-20-35 per cent; round 


head, blued, 721%4-20-35 per cent; flat 
head, brass, 7244-20-35 per cent; 
round head, brass, 70-20-35 per cent. 


SOLDER AND BABBITT.—Sales are 
rather slow, with prices weaker. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $41 per 100 Ib.; medium 45-55 
solder, $40 per 100 lb.; tinners’ 40-60 
solder, $39 per 100 Ib.; high speed 
babbitt metal, $20 per 100 Ib.; stand- 
= No. 4 babbitt metal, $12 per 100 


STEEL SHEETS.—Sales are satisfac- 
tory and prices are well maintained. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 Ib. 


WRENCHES.—Sales are satisfactory 
and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new _ list; _Stillson 
wrenches, 70 per cent discount: 
Trimo, 65-10 per cent discount. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101 Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8. 80; No. 
404 Flexible Socket Set, $7.50; No. 
608 Crankcase Drain Plug Socket, 
$3.20: No. 90 Square Socket Set, 
$3.70; No. 1817 Giant “‘Snan-on” with 
extra heavy duty ratchet, $27.35, All 
Snap-on Wrenches less 33% _ per 
cent discount. 


WIRE PRODUCTS.—Sales are good 
and prices show no recent changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No, 8 black annealed 
wire, $2.95 per 100 lb.; No. 9 galvan- 
ized plain wire, $3.40 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.65 per cwt.; 80 rod 
spool of galvanized hog wire, $3.18 
per spool. Polished fence _ staples, 
$3.40 per 100 Ib 
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Pittsburgh Reports Hot Weather Items 


Strong in Current Business—Some Changes 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, July 19.—Hot weather hardware items are showing 
up strongly in current business, which as a whole is nothing to brag 


about. 


Screen wire cloth still is wanted; there is no abatement in 


the activity in haying tools and there seems to be a shortage of 


forks, since neither jobbers nor 


manufacturers appear to have 


stocked many of them and the rush calls of the past few days have 
either had to be pared or put on the books for later delivery; an 
excellent demand continues for electric fans and as this part of the 
country lately has had little rain there is still a good call for hose 


and sprinklers. 
ticides. and sprayers. 


More than the usual demand is reported for insec- 
Such staples and builders’ hardware, and 


bolts, nuts and rivets are moving slowly. Some interest is apparent 
in preserving accessories, but actual business, except possibly in 


cherry seeders is as yet rather light. 


having some call. 


Porch and lawn swings are 


Advance information is that there will be no change in prices of 


incubators and brooders for 1928. 


The price of sole leather has ad- 


vanced 5c. a pound in the past thirty days, making necessary a re- 
vision upward in the products. Turpentine has taken a turn upward 


since last week and is quoted 6c. per gallon higher. 


A new price 


list has appeared on malleable fittings, in which black fittings are 
advanced approximately 10 per cent, while galvanized ones are down 


by a like amount. 


Collections still are slow in this area. 





BATTERIES.—Demand for batteries, 
both for radio sets and flashlights, is 
very steady and of fairly good volume. 
Prices are unchanged. Jobbers quote: 


Broken Unit 
Packages Packages 





No. 6 dry cells, ignition type unit 
packages, 32%%c. each. 
Flashlight. — No. 935, 9%4c. each; 
No. 950, 91%4c.; No. 790, 18%c.; No. 
705, 28c.; No. 750, 18%c.; No. 751, 25c. 
Hot Shot.— No. 1461, $1.67; No. 
1661, $2.37. 


BOLTS, NUTS AND RIVETS.—Job- 
bers report only a moderate interest in 
these products. They quote: 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 62% per 
cent off list; stove bolts, 75 and 10 
per cent off list; tire bolts, 50 and 10 
per cent off list. 

- Nuts.—All styles, 62% per cent off 
st. 
Rivets.—Large, $3.50 base, per 100 
pieces; small wagon and tinners’ * 
rivets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Only a 
fair demand is reported by local job- 
bers who quote: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $17 per 100 pair; 
3% in. x 3% in., $17.50; 4 in. x 4 in., 
$27.50. 

Hinges.—Heavy strap, 6 in., $1.47 
per doz.; 8 in., $2.47; 10 in., $4.14; 
extra heavy, T, 6 in., $1.87 per doz.; 

8 in., $3.18; 10 in., $4.48; light strap, 





with screws, packed one pair in a 
box, 3 in., $9.27 per 100 pair; 4 in., 


$11.20; light, T, 3 in., $10.67 per 100 
pair; 4 in., $12.50. 

Hasps. — Hinge, without screws, 
single dozen lots, 3 in., 64c. per doz.; 
4% in, 76c.; 6 in., $1; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 


Garage Sets.—Swinging hinges, 10 


in., $2.50 per set. 

COW SPRAYS AND SPRAYERS.— 
These lines still are active, since the 
weather is the kind in which insects 
multiply rapidly. Jobbers quote: 


Sprays.—EZ Bos, % gallon, 
per doz.; 1 gallon, $13.50. 
Sprayers.—Cyclone, $4.50 per doz.; 
Glass tank, $5.50; Baby Midget, $2.50. 
EGG CARRIERS. — Aluminized egg 
carriers are finding a constantly grow- 
ing demand in this market, due to the 
desire of housekeepers for strictly fresh 
eggs, which has led to direct connec- 
tions with the poultry farms and the 
development of packages that could be 
moved by parcel post. Jobbers quote: 
Egg Carriers.—1% doz., 85c. each; 
2 doz., $1; 3 doz., $1.20; 4 doz., $1.35; 
6 doz., $1.85. 
ELECTRIC FANS.—There has been a 
real rush lately for electric fans, but 
both manufacturers and jobbers were 
prepared for it, as last year was a poor 
year and there was some carryover. 
Jobbers quote: 
Polar Cub, black, 6 in., each in lots 
of 12, $2.85; 8 in., $3.20, in lots of 12, 
$3: 10 in. stationary, $4.60; in lots of 
6, $4.35; oscillating, $7, in lots of 6, 
$6.64. 
FITTINGS (MALLEABLE).—Leading 
manufacturers have issued new pound 
rate list prices, which, in the case of 
black fittings, means an advance of 10 
per cent over former prices, but a de- 


$8.40 





cline of a like amount in galvanized 
fittings. The new and old list prices, to- 
gether with the base discounts, follow: 
Former New 

List List 

Prices Prices 


Per lb. Per lb. 
Cents Cents 


Beaded fittings, black (A) 46 65 
Beaded fittings, black (B) 20 30 
Beaded fittings, black (C) 13 21 
Beaded fittings, galv. (A) 58 75 
Beaded fittings, galv. (B) 28 36 
Beaded fittings, galv. (C) 20 26 
Plain fittings, black (A) 46 65 
Plain fittings, black (B) 238 34 
Plain fittings, black (C) 15 24 
Plain fittings, galv. (A) 58 75 
Plain fittings, galv. (B) 33 41 
Plain fittings, galv. (C) 23 30 

The base discounts are: Malleable 
iron fittings, class A, B and C, 23; 
malleable iron unions, 474%; malleable 
iron, brass to iron seat black, 64; 
malleable iron, brass to iron seat 


galvanized, 69; bushings, 34; plugs, 

31%. 
Wrought Nipples 

Black Galv. 

42 40 


MORIN alec Gadeas ak m5c8 40% 40 
% to % in. inclusive... 60 56 
% to 3 in. inclusive..... 61 60 
314 to 6 in. inclusive... 58 53% 


HAYING TOOLS.—Demand is big, 
especially for forks, which neither job- 
bers nor manufacturers can supply as 
promptly as they are wanted, since no 
preparation in the way of stocks had 
been made for an unusual demand. Job- 
bers quote: 


Forks.—Three-tine, $7.45 to $15.60 


bale 


per goz.; 4-tine, $13.32 to $14; l 
forks, double harpoon, No. 313, $1.60 
each; single, No. 319, $3.50. 
- Rakes.—No. 2, $3.25 ver doz.; No. 
1, $4. a 2 
Carriers.—No. 5, $7 each; No. 20, 
$7; steel track for No. 5 carrier, 18c. 
per ft. 


HOSE AND SPRINKLERS.—The nat- 
ural supply of moisture being deficient 
resort is necessary to artificial means, 
and there is a strong demand for sprin- 
kleys and hose, which jobbers quote: 

Sprinklers.—Ring, $6 per doz.; Rain 
King, $2.35 each; Pluvius, $1.15; two 
purpose, $1.30. 

Sprinkling Cans.—i qt., $6 per doz.; 

6 qt., $6.60; 8 qt., $7.70; 10 qt., $8.10; 
12 qt., $10; 16 qt., $12.60. 

Hose.—In 250-ft. reels, % in., 9'%c. 
per ft.; 5% in’, 10c.; % in., 11\c.; in 
50-ft. lengths, %ec. per ft. higher; 
Germ Spray nozzles, $6 a doz. 

Hose Reels.—Victor, $1.75 
No. 2, $2.60; Reeleasy, $1.35. 

INCUBATORS AND BROODERS.— 
This year’s prices will continue for 
1928, according to advance information, 
which also tells of the addition of elec- 
trically heated incubators to the line. 
The latter list as follows: No. 90, 50- 
chick capacity, $14.50 each; No. 91, 
100-chick, $19.75; No. 92, 200-chick, 
$24.75; No. 93, 300-chick, $29.50, all 
subject to a dealers’ discount of 30 per 
cent. 


INSECTICIDES AND SPRAYERS.— 
These items are very active, particular- 
ly for saving plants from the ravages of 
lice and other pests. Jobbers quote: 


Insecticides. — Arsenate of lead, 
powdered, 1-lb. packages, 26c. per 
lb.; 100-lb. packages, 19c. per Ib. Bor- 


each; 
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deaux mixture, 1-lb. packages, 25c. 
per lb.; 100-lb. packages, 13c. per Ib. 
Sprayers.—1 gqt., $3 to $7.50 per 
doz.; larger capacities, $3 to $5 each. 
ORNAMENTAL FENCE. 
lated orders are reported, but in a 
broad sense the demand for this year 
has been largely supplied. Jobbers 
quote: 





Cyclone lawn fence, LX, 
$7.25 per 100 lineal ft.; 42 By Ss. mG 
gates, 3 in. x 36 in., $2.70 each. 


PAINTING SUPPLIES.—Turpentine 
has had a sharp rebound in price from 
its recent low point, the advance since a 
week ago amounting to 6c. per gallon. 
There is no change in oil, lead or ready 
mixed paints. Business is seasonally 
active. 


Prices to retailers: Ready mixed 
paints, best grades, $2.85 per gallon; 
lower grades, $2.25; white lead, 13%c. 
per Ib. in 100-Ib. lots; 10 per cent less 
in lots of 500 lb. or more and extra 
4 per cent less in lots of a ton or 
more; turpentine, 72c. per gal. in 
barrel lots; raw linseed oil, 12.7c. per 
Ib. in barrel lots. 


PRESERVING AND BEVERAGE 
SUPPLIES.—Cherry seeders are fairly 
active and bottles, caps and cappers 
are wanted, now that the weather calls 
for a good deal of home-made quench- 
ing liquids. Preserving equipment is 
moving rather moderately as yet. Job- 
bers quote: 


Cherry Seeders.—Brighton, $8.40 per 
doz.; Dandy, $12; Enterprise, $16.20. 

Bottles and Caps.—Quarts, $9.50 
per gross; caps, 20c. to 22c. per 
gross; stoppers, $2.25 per dozen; 
cappers, $10.50 per dozen. 

Strainer Sets.—Everedy in dozen 
lots, strainer stand, $4 per dozen; 
strainer bag, $2 per dozen; filter bag, 
$4 per doz. 

Scales.—Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, $3.50. 

Mason Jars.—Pints, $8.80 rr gross; 
quarts, $10.10; 2 quarts, $13.1 

Jar Rubbers.—Double lip oa 80c. 
per gross. 

Canning Racks.—No. 1, single jar, 
70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75c. per doz. 

Fruit Presses.—Enterprise, No. 6, 
$6.25 each; Juicy, 3 qt., $3.50 each; 
6 qt., $4.30; 12 qt., $6; Brighton, 2 qt., 
$3 each; 4 qt., $4.50; 10 qt., $7. 

Cider Pressec.—-Eagle, single tub, 
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$12.10 each; Eagle Junior, $24; Cant- 
clog, single tub, $14.85. 


Meat Choppers. os Enterprise, No. 
12, $5.25 each; No. 22, $9; No. 32, $11. 
Kraut and Slaw Cutters. — Slaw 


cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut cutters, 
0. 672, $1.15 each; No. 6738, $1.35. 


Oak Kegs.— 
Red —_— White Oak 
Oak ak Charred 
| eee $1.35 $145 $2.40 
oS 1.80 1.95 2.85 
POMBE, accccs 2.00 2.15 3.20 
en res 2.25 2.45 3.75 
25-gal. ..ce0 2.65 2.85 4.35 
oe 2.85 3.00 4.50 
OS eee 3.75 4.20 6.50 


ROPE.—There is an active demand for 
rope in the sizes used in haying activi- 
ties. The base price of first quality 
manila is 24c. per lb. 


SCREEN WIRE GOODS. — Demand 
still is strong for screen wire cloth 
and there is a pretty constant call for 
doors and windows. 


We quote from Pittsburgh jobbers’ 
stocks: 

Wire Cloth.—Black, 12-mesh, $1.75 
per 100 sq. ft.; galvanized, 12-mesh, 
$2.10; bronze, 14-mesh, $5.50. 

Doors.—Walnut stain, 2 ft. 8 in. x 
6 ft. 8 in., % in. x 3 in., $17.40 per 
doz.; natural finish, % in. x 4 in., 
$23. 50, with galvanized cloth $22, sub- 
ject to advances for larger sizes; 
steel bronze, plated wire grills, $18 
per doz. 

indows. — Harwood extension, 
No. 1233, $3.20 per doz.; No. 1533, 
$3.70; No. 1833, $4; No. 2433, $4.75. 


SCYTHES AND SNATHS.—Continued 
good demand is noted by local jobbers, 
who quote: 

Scythes.—No. 46, $20 per doz.; No. 
6473, $13.50; snaths, grass, No. 50, 
$13 per doz.; bush, No. 100, $15. 

SOLE LEATHER.—Jobbers are begin- 
ning to sense the possibility of higher 
resale prices on sole leather, the pri- 
mary market on which has advanced 
5c. per Ib. in the past thirty days. Job- 
bers quote: 


Strips, No. 1 grade 75c. per Ib.. 
No. B grade 55c.; No. 20, 55¢.; Korry 
Krome 65c.; half soles, Korry Krome, 
$2 per doz.; others, according to size, 
$1.20 to $3.25 per doz. 


SWINGS.—tThere is more interest in 
both porch and lawn swings and sales 
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are more frequent than they were re- 
cently. Jobbers quote: 
Lawn, $8 each; porch, hardwood, 
4 ft., $6 to $8 each; 5 ft., $7 to $10; 6 
, $8 to $12; springs, 30c. 4 40c. per 
hy chains, 45c. to 80c. per set and 
$1.85 to $2.25 per 100 ft. 


VACUUM BOTTLES, JUGS AND 
JARS.—This being the season for pic- 
nics and tours, there is a strong de- 
mand for vacuum bottles, jars and jugs 
to keep liquids as fresh on the road or 
wayside as in the home refrigerator. 
Jobbers quote: 


Vacuum Jugs, Jars and Bottles.— 
Little Brown jugs, $2.25 each; Alad- 
din jugs, $2.75 each; Universal jar 
No. 600, $4.40 each; bottles, pints, 
90c. each; quarts, $1. 60 each; all steel, 
pints, $4.75 each; quarts, $5. 40 each; 
2 quarts, $6.75. 


WIRE PRODUCTS.—The demands 
upon the jobbers are few and small, as 
they usually are at this time of the 
year. 


We quote from Pittsburgh jofbers’ 


stocks: 

Fence Wire 

(Per 100 Ib.) Annealed Galvanized 
Nos. 6 to 9 gage...... $3.00 $3.45 





DAGk, SUR: ob wore apse eenehenins 3.05 3.50 
OO, EE gceec ok tdpeteant 3.10 3.55 
a peer ce 3.65 
DORN wctcaschwastene® 3.25 
PE ER soweweeuiacedee se 3.35 4.00 
Th, BE. bo uessu so dearvan 3.55 4.25 
OG, SUE ease ciee aden bee 3.75 4.45 
Barbed wire (per 80-rod spool): 
OEE C ee rere $2.90 
Z-point ROG ..ccocvsocccw,wseveces 3.10 
ae ere rr rere 3.35 
4-point cattle ....ccrccccccccccce 3.10 
2-point cattle (special).......... 2.20 
Field Woven Wire Fence (per 100 
rods) 
| | Serr ce ry 
WOT OD  .ccccccvnccccscsce 
ET eer 
SS Beery eee 
RR rer: ri 
ot Bee rerrrrr ere tee 
Poultry: 
| i  ibsesavsdesecbuat ences 
NG errr 
NS AP ore rr Tres 
Steel Fence Posts: 
Galvanized Painted 
tubular formed 
- eres  o  - m—rerer try 
Eee ce. each 38c. each 
Sear 65c. each 40c. each 
ee ee eee 45e. each 


Bright nails, base, per keg, $2.85 
$2.90. 





The Out-of-Town Shopper 


What happens to the out-of-town shopper when he 
arrives in town is a question with which business men of 
many communities are dealing as a major problem in this 
day of the motor car and clogged streets, according to 
the Civic Development Department of the Chamber of 
Commerce of the United States. They are discovering 
that pre-empted parking space has the effect of turning 
a cold shoulder upon the desirable visitor. 

In a report on this subject setting forth methods 
adopted by various communities to solve the problem 
the Civic Development Department says : 

“The conclusion toward which the past experience of 
merchants points is that in dealing with the problem of 
encouraging the trade of the automobilist, the first consid- 
eration should be to reserve for patrons the space in front 
of shops by making local merchants and business men 
park elsewhere and by having all loading and unloading 


done at the rear of buildings, or outside of business hours. 
If the streets are too narrow for parking on both sides 
and existing construction does not permit loading and 
unloading at the rear it would be good and farsighted 
economic policy for the merchants to work for street 
widening and other town planning features so that wher- 
ever possible the main streets which are shopping centers 
should permit parking at an angle of 45 degrees on both 
sides of the street. 

“When a city or town is already too built up to per- 
mit substantial broadening of the streets the most con- 
venient arrangements for customers are regulations 
which permit parking for not less than two hours within 
easy walking distance of the shopping center, free park- 
ing space in the unused interior of business blocks, on 
vacant lots or in convenient downtown garages. 
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Northwest Reports Tendency Toward 
Larger Volume—Crop Conditions Good. 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, July 19.—Reports from all over the entire North- 
west tributary to the Twin Cities indicate business is showing a 
gradual growth toward larger volume. Crop conditions are, on the 


whole, very good, with but few 


areas where any improvement is 


needed in general conditions for producing the largest crops for 


several years. 


Prices are fairly steady, showing but few changes. 


Quotations 


on wood screws, solder and second grade sash cord have been 
changed. Other prices are firm as previously quoted. 





AXES.—Call is fairly steady for axes, 
though showing the usual decline in 
demand for summer. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight at $21.50; 
_Plumb’s Dreadnaught unhandled sin- 
gle bit, $15.00; double bit, $20.00; 
handled, single bit, $19.75; double bit, 
$24.75 doz, net. 


AUTOMOBILE TIRES.—Demand is 
very good, with stocks well filled. Prices 
have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty cord, $6.60; heavy duty 
oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; Heavy duty oversize, $14.50; 
balloon tire, 29 x 4.40, $9.65; 30 x 
5.25, $15.95; heavy duty, 32 x 6.20, 
$26.75; tan tubes, 30 x 3%, $1.70; 32 
x 4, $2.60; 34 x 4%, $3.25; balloon 
tire tubes, gray, 27 x 4.40, $1.90; 29 x 
4.40, $2.95; 30 x 5.25, $2.70; 32 x 6, 
$3.20; 32 x 6.20, $3.70 each, net. 
BOLTS.—Demand is fair, with stocks 
well assorted. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
60 per cent; machine bolts at 60 per 
cent; stove bolts at 75 per cent; and 
lag screws at 60 per cent from new 
list. 


BRADS.—Sales are steady and in pro- 
portion to the amount of building work 
in progress. Stocks are well filled and 
prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes at 75 per cent from lists. 

BUILDING PAPER.—Call for building 
paper is good, with stocks we!l filled. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 
sheathing paper in all weights, 20 
to 40 Ib. at $2.75 ewt., and tarred felt 
at $3.10 cwt., net. 

CHURNS.—Sales are good, with stocks 
well assorted. Prices are firm as 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 
at 33 1/3 per cent from lists. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Volume of sales 
is very good in this line. Stocks are 
well filled, with prices firm. 


We quoie from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single head, 5-in. eaves trough, $5.50 


pipe, $5.40 per 100 ft., and 3-in. con- 
ductor elbows, $1.73 per doz., net. 


FIELD FENCE.—Demand is steady, 
with stocks in good condition. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and bot- 
tom, 13 ga., intermediate, 6-in. stay, 
26-in., $27.93; 32-in., $32.40; 39-in., 
$37.28 per 100 rods, net. 


FILES.—Sto~ks are in good condition, 
with sales showing a slight increase. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files at 
50 per cent and second grade files at 
60 per cent from lists. 


GALVANIZED WARE.—Demand still 
is good in this line, with garbage cans 
and water pails selling well. Stocks are 
well filled and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, $8.00; 
No. 3, $9.25; heavy tubs, No. 1, $12.60; 
No. 2, $13.80; No. 3, $15; Standard 
10-qt. pails, $2.55; 12-qt., $2.90; 14- 
qt., $3.25; stock pails, 16-qt., $5, and 
18-qt., $5.50 per doz., net. 


GLASS AND PUTTY.—Sales show a 
diminishing demand on the part of con- 
sumers. Stocks are ample for the call, 
with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 84 per cent; 
double strength glass, 85 per cent, 
and strictly pure putty in 50-Ib. 
drums at $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Call 
for small tools is steady, with stocks 
well filled. Prices have not changed. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 11%, 
nail hammers, $12.60; Plumb, No. 
HF81, $12; Plumb, No. HF145, $6.12; 
Riverside, No. 611%, $12.00; Plumb 
broad hatchet, No. 2, $16.40; Shing- 
ling No. 2, $12.50; Claw, No. 2, $13.75 
doz., net. 


HOSE.—Lawn hose is moving slightly 
better than a few weeks ago, with 
stocks still well filled. Prices have not 
changed. 


We quote “from jobbers’ stocks, 
f.o.b. Twin Cities: Bull Dog % in., 
7-ply, 13%c. ft.; Competition, % in., 
3-ply, 7%c. ft.; Good Luck, % in. 6- 
ply, 10c. ft.; Electric double braid, 
% in., 50-ft. lengths coupled, 14%c. 
ft., net. 


ICE CREAM FREEZERS.—Demand is 
somewhat better, with stocks in good 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 and 8-qt., at 
$6.75 each, net. 

Acme galvanized, 2-qt., 67c. each, 
and blue enameled, 2-qt., $1.50 each, 
net. 

LAMPS AND LANTERNS.—Kerosene 
lanterns continue to sell at a fair rate. 
Demand is good for gasoline lamps and 
lanterns. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, No. 2, $13 
doz.; No. L327 Coleman _ lanterns, 
$5.25; No. L427, $6; No. C329 lamps, 
$6.25; No. C318, $7; No. C317, $7.40 
each, net. 


LAWN MOWERS.—Sales are steady 
and good. Stocks are still in good con- 


dition, with prices firm. 
We quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia Styles 
A and C, 45 per cent; Style K, 40 per 
cent; Riverside ball-bearings, 14 in., 
$7.90; 16 in., $8.15 and 18 in., $8.45 
each, net. 
MILK CANS.—There is a steady mar- 
ket for milk cans, with stocks well filled. 


Prices are firm as quoted. 

We quote from _ jobbers’ _stocks, 
f.o.b. Twin Cities: Railroad, 5-gallon 
milk cans, $2.65; wide neck, 8-gal., 
$3.20; wide neck, 10-gal., $3.30 each, 
net. 

NAILS.—Nails are selling at a fair 
rate, as there is considerable building in 
progress. Stocks are ample, with no 
changes in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, at $3.10 per keg, base and ce- 
ment coated wire nails in 100-lb. kegs 
at $3.10 per keg, base, Net. 

OIL HEATERS.—There is still a good 
demand for oil heaters, for summer 
country homes and lake cottages. 
Stocks are ample for present needs. 

We quote from _ jobbers’ stocks, 

f.b.b. Twin Cities: Nesco Perfect oil 
heaters, No. 12, $5.50; No. 15, $7.00; 
No. 016, $8.25; No. 0190, $10.50; No. 
151, $7.50; No. 0161, $8.75; No. 0191, 
$11.00; No. 505 Giant, $11.25; No. 605, 
$12.75 each, with discount in quanti- 
ties less than ten, 30 per cent; ten or 
more 30-5 per cent. 
PAINTS AND WHITE LEAD.—De- 
mand is good for paints for outside 
finish, with a large amount of construc- 
tion work ahead, creating a demand for 
paint. Stocks are full, with prices un- 
changed, except white lead. 

We quote from jobbers’ stocks, 

f.o.b. Twin Cities: First grade house 
paint at $2.80 per gallon, in one-gal- 
lon cans, and white lead in 100-Ib. 
containers at 42%%c. per Ib. 
POULTRY NETTING.—Sales still are 
running to a very good volume. Stocks 
are in good condition and prices un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hexagon mesh 
poultry netting at 60 per cent from 
lists. 


PUMPS.—Demand is good, with deal- 
ers’ stocks in fine condition. Water sup- 
ply business in the Northwest is sure 








per 100 ft.; 28 ga., 3-in. conductor 





condition. Prices have not changed. 


to increase. Prices have not changed. 


; 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495 Underground discharge 
windmill force, adjustable stroke, 
$14.35; No. 415, $14.65; No. 103 hand 
lift, 6-in. stroke, $14.25; No. 182 hand 
lift, 6-in. stroke, 6-ft., set length, 
$5.35 each, net. 


REGISTERS.—Sales are steady and 
fairly good. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron registers, 
20 per cent, and wrought steel regis- 
ters, 40 per cent from lists. 


SASH CORD AND WEIGHTS.—De- 
mand is good, with stocks well filled. 
There have been no price changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 61c. Ib., second grade, 31c. 1 


b., 
and cast iron sash weights, $2.10 


ewt., net. 


SCREEN DOORS AND WINDOWS.— 


TIN.—Demand 
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fairly good. Stocks are well filled and 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt. base (24 ga.), and 
black steel sheets at $3.95 cwt., base 
(24 ga.) 


SCREWS.—Demand is_ good, 
stocks ample. Prices show 
changes in this line. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Flat head bright 
wood screws at 85 per cent; Flat head 
japanned, 70-20 per cent; round head 
blued, 80-15; flat head brass, 80-10; 
and round head brass, 75-20 per cent 
from lists. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke ICL 
20 x 28, $14.50 box, and IC, 20 x 28, 
8-lb. coating roofing tin, $15. 75 box, 
net 


with 
some 


is good, with ample 
stocks on hand. Prices show no change. 
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WIRE.—Fence wire is not meeting with 
the ready sale it did a few weeks ago. 
Farmers are either harvesting or are 
preparing to do so. Prices on wire have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool; gal- 
vanized hog at $3.30 per 80-rod spool; 
special galvanized hog (14 ga.) $2.47 
per 80-rod spool; smooth black iron 
wire, No. 9, $3.10 cwt., and smooth 
galvanized wire, $3.55 for No. 9, net. 


WIRE CLOTH.—Sales are showing up 
well in the Twin Cities district. Stocks 
in dealers’ hands are becoming some- 
what broken, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Sities: Black painted wire 
cloth, 12 x 12 mesh, $1.70 and alumi- 
num, 12 x 12 mesh, $2.10 per 100 ft., 
net base. 


WRENCHES.—Call for wrenches from 
all sources seems to be steady, and 





Call is very good, with stocks kept in 
the best condition. Prices are firm as 
quoted. 


We quote from _ jobbers’ stocks, We 
f.o.b. Twin Cities: Common 2-8 x 6-8 tah 
screen doors, $1.58; and fancy 2-8 x ee Piphe 
6-8 screen doors, $1.97 each; Sher- 
wood adjustable 24-in. window 
screens, $6.20; and Wabash extension 


quote 
Twin 


$40.00 doz.; 





STEEL SHEETS.—Call is steady and net. 


WHEELBARROWS.—Sales are still 
good, with ample stocks on hand. Prices 
have not changed. 


from 
Cities: 
bolted barrel type tray wheelbarrows, 
Meteor, fully 
2T ote an: $7.33 
ace Bt cata, each; No. 10 Gopher, $4.00 each, and 
24-in. screens, $5.00 per doz., net. No. 1G hunoclaan garden, $6.25 each, $1.70; 


$36.50 doz.: No. 


shows a fair market. Stocks are well 
filled, with prices firm. 


We quote from jobbers’ stocks, 
jobbers’ stocks, f.o.b. Twin Cities: Agricultural 
Queen B_ fully wrenches, 60-10 per cent; key model 


wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call, long sleeve nut, 10-in., 
12-in., $2. 06; 15-in., $2. 15 each, 


bolted, 





net. 





Verified News of Retail Stores 


M. L. Greenwell has succeeded to the retail store formerly con- 
ducted by Verner Kriekhaus, in Newburgh, Ind. 

The Irvington Hardware Co., 5505 E. Washington Street, In- 
dianapolis, Ind., will move to 5539 E. Washington Street. 


Gray Hardware Co. has taken over the business in Alexandria, 
Ind., formerly conducted by Gray & McKinley. 

C. W. Jones Hardware has succeeded the business of Marsh & 
Jones in Onarga, II. 


B. & J. Blodgett has recently opened a retail store at 4538 
Glassell Avenue, Los Angeles, Cal. j 


Ocean Park Hardware has been taken over by T. H. Sanderson, 
in Ocean Park, Cal. 


Stanley A. Dolle has succeeded to the retail store of Robert 
F. Wheeler at 1500 Light Street, Baltimore, Md. 


Bee Hardware Stores of Detroit, Mich., have taken over the 
business of E. J. Hallett & Son in Pontiac, Mich. It will be 
operated as a branch store. 


Van Nest Hardware & Electrical Supplies has moved from 667 
to 669 Morris Park Avenue, New York City. 

Ryan Hardware Corp. has recently been incorporated and is 
conducting a retail store at 107-32 Springfield Boulevard, Queens 
Village, L. 

Fremont A. Lewis is now operating a store known as The 
Lewis Sales at 318 E. Main Street, Deshler, Ohio. It was for- 
merly run by A. C. Wolfe of the same place. 


Clark and Lehman have succeeded Pierson & Reid Hardware 
Co. of 421 Broadway, Greenville, Ohio. 


Pataskala Hardware Co. has been established by H. C. Wick- 
liffe of Pataskala, Ohio, to succeed Clarence C. Fravel, dealer 
in hardware and implements. 

Morris P. Anderson of Brockway, Pa., has succeeded to the 
business of Albert Steck. 


Marshall Street, Norris- 


Neiman Hardware Co., Inc., 501 W. 
The business is being 


town, Pa., was badly damaged by fire. 
continued and a new store will be built. 


Winner Hardware Co. of Williamsport, Pa., has succeeded Win- 
ner Bros. in that place. 


Jenkins Hardware Co. has recently been opened on Latrobe 
Street, Grafton, W. Va. 


B. W. Cole of Lake Crystal, Minn., has taken over the business 
of Cole Bros. 


Pedigo Hardware and Supply Co. has recently been incorpo- 
rated and is doing business in Pratt, Kan. 


Edward J. Keeler of Dedham, Mass., is planning to occupy a 
new store on High Street within a few weeks. 


Reading matter continued on page 56 


Adam J. Bosand, 9202 Jamaica Avenue, Woodhaven, N. Y., 
dealer in paints, varnishes, brushes, wall papers, etc., has added 
a complete hardware department and installed modern’ Duluth fix- 
tures. He wishes catalogs on hardware sent to him by manu- 
facturers and jobbers. 

Herbert Haase, 2776 Bedford Avenue, Brooklyn, N. Y., has re- 
modeled his hardware and housefurnishings store and installed 
Duluth fixtures. He wishes manufacturers and jobbers to send 
catalogs on hardware and housefurnishings. 

Pinkston Hardware Co., Hurst, Ill., have purchased the Bracy 
North Hardware Co. of that place. ; 

Barnes Hardware Co. has recently opened at 1519 Main, Ver- 
non, Tex. 

F. C. Hellert will soon open a hardware store in Oconto, Wis. 


Collier Bros. will open another retail hardware store at 305 
North Main Street, Seminole, Okla 

John Dosede has succeeded the Geo. W. Uttermark & Son in 
Ladysmith, Wis 

W. H. Hamiliton, Hardware, has taken over the business of 
Hamiliton & Olds in Wyanet, III. 

John Widmer has sold his store at 3447 Montrose, Chicago, IIl., 
and is doing business at his other store at 4015 Elston, Chi- 
cago, Il. 

Larson’s Cash Store, C. Larson, prop., has succeeded the Maple 
Hill Mercantile Co., in Maple Hill, Iowa. 

Cole Hardware Co., Inc., of Rockingham, N. C., announces that 
W. C. Lupton has purchased an interest in the firm. 

S. W. Cornell has moved from 121 Court Street to 469-475 At- 
lantic Avenue, Brooklyn, N. Y. 

J. T. Winfield has recently opened a store on Mansion Street, 
West Coxsackie, N. 

Reinhardt-Mueller Hardware Co. is now conducting a hardware 
store in Brillion, Wis. 

T. |. Knight Hardware has recently opened a store in Com- 
merce, Tex. 

Hunter Hardware Co. has taken over the Creegan Hardware 
Co. in Okmulgee, Okla. 

M. Zeitzow & Sons have opened on the corner of Twenty-ninth 


and Lehigh Avenue, Philadelphia, Pa., a modern hardware store. 
They will still continue the store at 3008 N. Twenty-second Street. 


Redinger Hardware Co. have succeeded to the business of 
Redinger & McNeil, in Seiling, Okla. 

Askov Hardware & Garage Co. have taken over the business 
of Carl Miller in Askov, Minn. They wijl handle hardware, im- 
plements and autos. 

Rice Bros. have moved from 20825 Twelfth Street to 22125 Ken- 
kell Avenue, Detroit, Mich. They also operate a store at 20939 
Kenkell Avenue, Detroit, Mich. 
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Value—makes customers buy—then buy 
again. Value—produces selling features 
that cannot be denied. Value—creates 
purchasers that never before existed. And 
whether it’s garden tools or wire screen 
cloth, value received for the dollar is fore- 
most in the minds of your customers. 

GOLDEN ROD Bronze Wire Screen Cloth is at 


the peak in screen cloth values. With the com- 
bined qualities of unexcelled beauty, strength 
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BRONZE 


Wire Screen Cloth 


(50% stronger than copper cloth) and resistance 
to rust and corrosion, it will last a lifetime with 
ordinary care. These outstanding features make 
GOLDEN ROD Bronze the leader. 

If your customers have a preference for antique 
finish, we recommend ORIENTAL Antique 
Bronze. 

We also manufacture VULCAN Black Painted; 
APEX Electro-Zinc-Coated; NEPTUNE Bright 
Galvanized; COLONIAL Antique Copper; 
CRESCENT Bright Copper. 


Distributed by Jobbers 


If your jobber cannot supply you, write us 
and we will give you the name of one who 


will. 


JOHN M. HART COMPANY 


Manager of Sales for 


HANOVER WIRE CLOTH CO. 


General Sales Office: 
Old Colony Building, 
Chicago, Ill. 


Factory: 
Hanover, Pa. 
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Quiet Buying of Futures [s Uncovered 
in the New England Territory 


(Boston office of HARDWARE AGE) 


BOSTON, July 19.—While there is no real snap to it, quiet buying | 
of futures is going on in the New England territory. Jobbers are 
not inclined to emphasize this fact, yet it is true that retail dealers 
already have placed a considerable volume of business for such 
things as snow shovels, tire chains, Christmas tree accessories, 
skates, toys, hockey sticks and a long list of other merchandise. An- 
other interesting phase of the situation is that now the retail dealer 
has figured up his June business, it was not such a tough month 


after all. 


business as quiet, but add that men on the road are doing well. 


Jobbers, in almost every instance, report current store 


In 


summing up current business, however, it appears that there is a 
tendency to ease off as is but natural in the vacation season. 
A lot of retail dealers are talking and figuring on new store fix- 


tures. 
stores more attractive and more 
methods. 


fixtures would be the last consideration. 


It is apparent the trade, generally, has in mind making 


productive by new merchandising 


It is also evident the trade is prosperous, otherwise store 


The hardware situation 


therefore seems on a sound financial basis, particularly as stocks in 
retail hands, while well assorted, are far from excessive as is at- 
tested by the remarkably few business failures among retail dealers. 
At the moment some retail dealers are inclined to talk pessimistical- 
ly because of the tightness of money. They say it is difficult to 
collect charge accounts, which run into sizable money. The dealers, 
in turn are inclined to go slow on settlements with the jobber. 


Some of the Boston jobbers this 


summer are closing at 5 p. m., in- 


stead of 5.30 o’clock. They hope to make that rule permanent. 
This earlier closing will explain to retail dealers why they have been 
unable to get the jobber on the telephone late in the day. 


AUTOMOBILE ACCESSORIES. — In 
addition to a good future business in 
tire chains, local jobbers report a bet- 
ter movement of all kinds of accessories 
for current retail needs. All talk of an 
advance in tires and tubes appears to 
have evaporated since the drop in crude 
rubber prices. 
We 
stocks: 
Bumpers.—One to 49 count, 
cent discount; 50 to 249 count, 
5 per cent discount. 

Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per cent discount. 

Horns.—Klaxon, qualities less than 
$50 in list value, 35 per cent discount; 
in $50 to $199 value, 40 and 5 per cent 
discount; in $200 value, 50 per cent 
discount. 

Tires. — Mansfield 
clincher, 30 x 3 in., 
x 3% in., $7.25. Heavy duty cord, 
straight slide, 30 x 3% in., $10.95 
each net; 31 x 4 in., $13.75; 32 x 4 in., 
; 33 x 4 4, $15.25; 34 x 4 in., 
, $19.75; 33 x 4% in., 

. $21.25: 35 x 4% 

$22. i 


quote from Boston jobbers’ 
40 per 


40 and 


line, fabric, 
$6.35 each net; 30 


in., $26.85; 35 x 5 in., 
Truck.—Cord, 32 x 4% ra 
each net; 33 x 4% Phe $25.65; 
i% in., $26.55; 30 x 5 $29.85; 33 x 
$32.95: 34 x 5 in "935.45; 35 x 5 
, $36.25; 32 x 6 ” $45.90; 36 x 6 
. $50.40; 38 x 7 S: $70.65 
Tubes.—Inner, tan, in small lots, 
30 x 3 in., $1.50 each net; 30 x 3% 
in., $1.70; 32 x 3% in., $1. 90; in lots 
of 12 or more deduct 10¢. each tube; 


31 x 4 Iin., $2.40; 32 x 4 in., $2.50 
33 x 4 in., $2.60; 34 x 4 in., $2.75 
32x 4% in.. $2.90: 33 x 4% in., $3; 34 


$3.10: 35 x 4% in.. $3.30: 36 


x 4% in., 
$3.40; 30 x 5 in., $3.45; 33 x 


x 4% in., 





Mee 3.75; 34 x 5 in., $3.85; 35 x 5 


2 in lots of six tubes or more 

aahoet 10c. per tube; 32 x 6 in., “i 20; 

36 x 6 in., $6.15; 38 x 7 in., $9.40 
BOATS.—It has been the best year on 
record for the sale of toy sail and mo- 
tor boats, according to jobbers. A com- 
paratively few retail deale¥s have gone 
in for this class of merchandise, how- 
ever. 

We 
stocks: 

Boats.—Toy sail, $8 to $52 per doz. 
net; motor, $48 to $80 per doz. net. 

Boat builders, No. 1BB, $2.34 each 

net; No. 2BB, 


CAMP STOVES.—There has been some 
reordering of camp stoves by those re- 
tail dealers who bought sparingly 
earlier in the year. Business is far 
from brisk, however. 


quote from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Camp Stoves.—No. 2, $8.50 each 
net; No. 9, $6.25. 


CONDUCTOR PIPE.—Based on ship- 
ments from local jobbing houses, the 
average New England retail dealer is 
getting his share of the conductor pipe 
business passed around. Building in 
New England appears to have taken a 
slight brace, yet is still behind a year 
ago. 

We quote from Boston jobbers’ 

stocks: 
Conductor Pipe.—Steel, 28 gage, 2 


in., in lots of 250 ft., 18c. per ft. list; 
3 in., 20c. Discount, 60 and 15 per 








cent. Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount 45 and 10 per cent. 
Sheet steel, 28 gage, 2 in., .18c.; 3 in., 

20c. Discount, 75 per cent. Higher 


prices are asked for smaller lots. 

Elbows.—Round, corrugated, steel, 
28 gage, No. 2, 2 in., 30c. each list in 
lots of 300; 3 in., 36c. No 3, 2 in., 
30c.; 3 in., 36c. Discount, 60 and 10 
per cent. Toncan iron, No 2, 2 in., 
40c. each list in lots of 300; 3 in., 
No. 3, 2 in., 40c,; 3 in., 38e. Discount 
55 per cent. Higher prices are asked 
for smaller lots. 

FLOATS.—The hot weather last week 
speeded up the retail demand for floats 
used by bathers. Jobbers’ stocks are 
much smaller than they were a fort- 
night ago. 

We quote 
stocks: 

Floats.—Torpedo, large, No. 15, $10 
per doz. net; Junior, No. 14, $ 

GAME TRAPS.—Orders for all kinds 
of traps, but more particularly game, 
are beginning to flow into jobbing chan- 
nels. Some of the buying is for cur- 
rent and some for future retail needs. 
Woodchucks are exceptionally plentiful 
this year, and many houseowners are 
buying traps to protect their gardens. 

We quote from Boston jobbers’ 
stocks: 

Game Traps.—Gibbs line, two trig- 
ger, 15 dozen to the barrel, $5 per 
doz. net; single grip, No. 1, 35 dozen 
to the barrel, $1.88; No. 2, 18 dozen to 
the barrel, $3.35; No. 3, 15 dozen to 
the barrel, $5.50; No. 4, 10 dozen to 
the barrel, $6.70. 

GRASS HOOKS.—Orders for grass 
hooks received by jobbers the past week 
were of a filling in nature. It is now 
evident that quite a few retail dealers 
carried over stock from 1926. 

We quote from Boston jobbers’ 
stocks: 

Gross Hooks.—Lawn King, $6.50 
per doz. net; Little Giant, $5.25; Re- 
liance, $3; Brier Edge, $4.75; Hand 
Made, $4; Perfection, $4.38. 

HOCKEY STICKS.— With bookings 
made by jobbers the past week it is ap- 
parent that more than 50 per cent of 
the retail trade has covered its falls 
and winter requirements. 

We quote from Boston jobbers’ 
stocks: 

Hockey Sticks.—Scout, r., $3.30 per 
doz. net; Boys’ X, $5; Men’s X, $8; 
Men’s XX, $10.40; special, $15; Boys’, 
$3 a dozen net; Boys’ special, $5; 
Amateur, $8; Championship, $11; spe- 
cial, $11; No.. 25, $2 per dozen net; 
No. 50, $3.50; No. 75, $6; No. 100, $8. 

Pucks.—Standard makes, $2 a doz. 


. 


from Boston jobbers’ 


net. 
Polo Sticks.—No. 95e. a doz. 


net: No. G, $1.50; No. C, $3.75. 
POCKET KNIVES._Quite a bunch of 
pocket knives have already been sold by 
local jobbers for fall delivery. There 
has been no change in prices. Assort- 
ments appear popular this year. 


RADIO GOODS.—Orders for all kinds 
of radio goods, but more particularly 
for sets, are being booked by jobbers 
for delivery later in the year. The fall 
season is opening quite encouragingly, 
all things considered. 


We quote from Boston jobbers’ 
stocks: 
Radio Sets.—Bosch 


line, 6 tube, 


Reading matter continued on page 58 
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Now you can have a trolley track 
which is virtually a one-piece track, 
regardless of length! This is assured by 
the new R-W Lock Joint, latest --erfected 
device of Richards-Wilcox. 


It locks the joints together permanently; 


JOINT 


TROLLEY 
TRACK 


locks them so tightly that hangers will 
always operate smoothly and trouble- 
free. The Lock Joint is exclusively 
Richards-Wilcox and is obtainable only 
with trolley track carrying their trade 
mark. Ask for it by name. 





New York +> «+ - 
Boston Philadelphia Cleveland Cinci 


AURORA, ILLINOIS, U.S.A. 


° Chicago 





neapolis ansas City Los Angeles 


San Francisco 
Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - 
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table model, cruiser, No. 66, $97.50 
each list; 6 ‘tube, Console model, No. 
76, $167. 50; 6 cane, enclosed speaker, 
No. 76L, $187.50; 7 tube, Console 
model, enclosed antenna and speaker, 
cruiser type, No. 57, $325; 5 tube, 

table model, Royal Console, $85; 5 
tube, table Console, Imperial cruiser, 
$1.40. Discount, 40 per cent. 

Eliminators.—Bosc line, B bat- 
tery, $42, list. .A battery, $58. Dis- 
count, 40 per cent. 

Speakers. — Bosch line, concert, 
$27.50. Discount, 40 per cent. 

Tubes. — Cunningham, No. Cll, 
$2.50 each list; No. C12, $2.50; No. 
$2.25; No. CX299, $2.25; No. 
$2. 50; No. CX301A, $1.75; No. 

CXSO0A. $4; No. CX112, $4.50; No. 

CX316D, $7.50. Discount, 30 per cent. 
SASH CORD.—Sash cord prices have 
been advanced 2c. a pound or about 5 
per cent. The advance is based on the 
advance in raw cotton. Revised prices 
follow: 

We quote from Boston jobbers’ 
stocks: 


Sash Cord.—Samson, No. 6, 67¢c. a 
Ib.; No. 7, 65c.; Nos. 8, 9, 10 and 12, 
64c. Phoenix, No. 6, 46c.; No. 7, 44c.; 
Nos. 8, 9, 10 and 12, 43c. Competitive, 
No. 6. 36c.; No. 7, 33c.; Nos. 8, 9, 10 
and 12, 32c. 
SHOVELS. — Jobbing quotations on 
common shovels and scoops have been 
advanced about 10 per cent, following 
the receipt of new price lists from the 
manufacturers. There has been quite a 
decided improvement in bookings by 
jobbers of orders for snow shovels for 


fall delivery. 
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We quote from Boston jobbers’ 
stocks: 

Shovels.— Snow, Rugg line, steel, 
long plain handle, No. 78, $4 per doz.; 
split wood D-handle, No. 7814, $4.70; 
malleable D-handle, No. 79, $4.70. 
Massachusetts, long or D-handle, 
round or square point, plain back, 
black, No. 2, $15.30 per doz. list; No. 
3, $16.05; No. 4, $16.80; No. 6, $18.30. 
Polished, No. 2, $17.50; No. 3, $18.25; 
No. 4, $19; No. 6, $20.50. Ames line, 
black, No. 2, $24 j@r doz. list; No. 3, 
$24.75; No. 4, $25.50; No. 6, $28. Pol- 
ished, No. 2, $26.50; No. 3, $26.95; No. 
4, $27.70; No. 6, $29.20. Discount 25 
and 10 per cent. 

Scoops.—Massachusetts, D-handle, 
hollow back or strapped back, No. 2, 
$16 per doz. list; No. 3, $16.50; No. 4, 
$17.50; No. 5, $18.25; No. 6, $19; No. 
7, $19.75. Ames line, No. 2, $24.70 
per doz. list; No. 3, $25.45; No. 4, 
$26.20; No. 5, $26.95; No. 6, $27.70; No. 
7, $28.45. For polished scoops, add 
$2.20 per doz. Discount 25 and 10 per 
cent. 

Spades.—Massachusetts, plain back, 
polished, No. 2, $17.50 per doz. list; 
B. Moulder, polished, No. 2, $17.50. 
Ames line, plain back, polished spade, 
No. 2, $26. "20 per doz. list; B. Moulder, 
polished, No. 2, $26.20. Discount 25 
and 10 per cent. 


SKATES.—It now develops that more 
ice skate orders have been booked for 
fall delivery than was generally sup- 
posed a week or ten days ago. Those 
retail dealers that have bought report 
they carried over from 1926-27 very 
light stocks. 
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We from Boston jobbers’ 
stocks: 

Ice Skates.—Union line, men’s No. 
524%, $1.36 per pair net; No. 424%, 
$1.74; No. 924, $3.31; No. 192414, $3.12; 
No. 1624, 89c.; No. 1624%, $1.24; No. 
1824, $2.06. Hockey and figure, No. 
Ox3, $2.69. Canadian hockey, 
of: $1; No. 7, $1.67. Ladies’, 
97c.; No. 5624, $1.17; No. 
$1. 49; No. 5724%, $1.92; A 
$3.50; No. 52414, $1.62; Children’s bob 
skates, 45c. 

Roller Skates.—Union line, No. 2, 
70c. net per pair; No. 3, 75c.; No. 
10, $1.10; No. 5, $1.45. 

STOVES.—Reports from jobbers on 
gasoline stove sales are still optimistic. 
Rhode Island appears to have been the 
banner New England State so far this 
season on buying of these stoves. 

We quote from Boston jobbers’ 
stocks: 


quote 


Stoves.—Colman, gasoline, cook: 
Each net 
ge erento r sy $22 
ee ED. eres 29 
Be: ee, A IO 5-5 065000050000 33 
PS, ONO bo vicscctccveses 52 
ee Oe Bre 15 
Deh, Ey, @ Es 656k nerse scence 26 
POO. Gals. © WOOT. 06 ies cess vccss 30 
Reis Oey. © WINNIE s 65.0. csnicurciendes 46 
Sy ION 5 oe o's cone 00 Fae oe 
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TOYS.—A wide variety and large num- 
ber of toy orders have been placed by 
the retail trade for next Christmas pub- 
lic consumption, 





“Riding the Customer’s Hobby” 





AMES W. DURRETT, Center, Tex., writes regard- 
ing a recent editorial in HARDWARE AGE, as follows: 


Dear Mr. SouLe: 

Your article, “The Sales Value of a Hobby,” appearing 
in the HArpware AGE, issue of June 23, was read with 
great interest by the writer. 

It has been my contention that every man has a hobby. 
I have two hobbies. My first hobby was collecting rare 
coins. The “side hobby” has been locating the other 
fellow’s hobby. 

The first object in the lives of most men is money. I 
found during my long travels on the road that to be able 
to converse intelligently on the minting of money was 
of much interest to most men. Collecting rare coins as 
a hobby has been a key for me to unlock the door to 
the hobby of the other fellow. 

It is amusing to see just how a fellow will fall for 
you when you find his hobby. I have called on very 
large stores for a long time and was unable to get any 
business whatever from the certain store until I would 
finally locate the buyer’s hobby ; then it was easy. 

This carries my memory back to some years ago. I 
was calling on a very large hardware store. I was 
unable to do any business with them. While they were 
very congenial, I was unable to break through to where 
the order stood. Finally I exposed my hobby and dis- 
played to the buyer some very rare, old coins of early 
mintage. This led the buyer to expose his hobby, which 
was race horses. He took me up to his barn and he and 
1 pulled down one little race cart, hitched up one of his 
race horses and took him down to the track, for him to 
show me just what a real trotter he had. After spending 
almost a half day with him discussing our hobbies we 
got back to the store. I had never mentioned, up to this 
time, an order to him, and he never gave me time to do 
so. He just asked me to bring my samples back in the 
back of the store. I got from him a mighty pretty order 


and as long as I stayed in that territory I never had any 
trouble whatever in getting a nice order every time I 
called on his firm. 

Every traveling man and every merchant should have 
a hobby of his own, and at the same time make locating 
the other fellow’s hobby his “side” hobby. 

It is good wisdom in every traveling man to make it 
a part of his business to locate the customer’s hobby. It 
can be done easily by using a little tact and using his 
own hobby as a key, and the customer never knows just 
how his hobby was really located. 

Some customers have their hobbies well concealed, 
and there is where the traveling salesman or the merchant 
should make it his hobby to locate the customer’s hobby. 

The hardest of customers will follow a merchant all 
over the store; in fact, they will come right up and “lick” 
out of his hand when he one time saddles their hobby 
and properly rides it. 

Yours very respectfully, 


Jas. W. Durrett. 


New Cleanser for Aluminum Utensils 


Cracker Jack Aluminum Cleaner is a 
new product recently put on the market, 
designed especially for the cleaning of 
aluminum utensils. Aluminum Goods Mfg. 
Co. of Manitowoc, Wis., is manufacturing 
this product. 

The granulated ingredients are so com- 
bined as to form a remover of stubborn 
stains, grease and baked-on food. It is 
said to contain no animal fat or acid. 
The manufacturer claims that Cracker 
Jack will not injure the hands. 


AUMINU 
CLEANER 





Reading matter continued on page 60 
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construction and performance to sell 
guickly and insure satisfaction — 


The Grebe Synchrophase Seven- 


For distance, selectivity and tone quality 
destined to outstrip all past productions. 
Outstanding new features: 1 Single 
Controlling Dial that actually tunes without additional 
knobs; 3-Point Tuning Drive with smooth running, 
permanent adjustment; 5 Tuning Stages for maximum 
selectivity and fidelity of tone; 7 Useful Tubes. Shielded 
metal | deck — completely concealed i wiring — 
Colortone with full tone range— Litz-~wound 


Binocular Coils. 


Cabinet of selected butt grain walnut with panel in 


French marquetry, exquisitely designed and wrought. / 





13 t: 






Grebe Synchrophase Five 


The five-tube receiver that dominates the better set 
class in tone, selectivity and distance. a 


One, two or three-dial control at will; 
The 


<1. 









GrebeB & C Socket Power 
Type 671 tess tube $5 O 


Colortone; Litz-wound Binocular Coils; 
complete wave-length and broadcast range; 
power-tube operation. 


Grebe 20-20 Cone 


Reproduces, with full tone color, the com- 
plete range of sound from highest to lowest 
notes without paper rattles; familiar second 
harmonics are reduced; heavy base resists 
overturning. Made 20” in diameter and 
20° angle for a purpose—bronze finish. 


Grebe Socket Power—Type 671 
Dependable “B” and “C” power supply—self-adjusting 
—quiet—voltage ample for 180-volt power tube— 
durable, fool-proof, shielded and sealed — 
tampering—for ¥3 and 6-tube receivers and the Grebe 
Synchrophase Seven. 


Send for Booklet HA 


A. H. Grebe © Co., Inc. 


109 West 57th Street, New York City 
Western Branch: 443 So. San Pedro St., Los Angeles, Calit. 
Factory: Richmond Hill, N. Y. 


The oldest exclusive radio manufacturer 


B\ Oy 


Tress man 


DDD DADIarwF 
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Cincinnati Reports No Summer Slump 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, July 19.—Sales of hardware jobbing houses in this 
city have been maintained at a satisfactory level in the past two 
weeks, and indications are that the volume of business will hold up 
well during the remainder of the month. Even though midsummer 
with its usual dullness is at hand, activities do not reflect any falling 


off in trade. 


Two hot waves of short duration have brought out a healthy de- 
mand for such warm weather items as water coolers and electric 
fans, while jobbers have experienced a steady flow of fill-in orders 


on other summer merchandise. 


Staple commodities are moving at a 


moderate rate and retailers in general are carrying well rounded 


stocks. 


Prices on most products have been firm and unchanged. Lin- 
seed oil and turpentine have declined slightly. Cheap grade tires also 


have been reduced by several manufacturers. 


Radio battery mak- 


ers, in some cases, have announced quotations for the fall season. 
A file company has revised its price list which now stands at 50 per 


cent off list. 


Reports from the rural retail trade are encouraging. A number 
of dealers declare that business in the past six weeks has been of 
substantial volume, and it is only in the last few days that farmers 
have been compelled to give their undivided attention to crops, so 


that sales have decreased somewhat. 


been of liberal proportions. 


AUTOMOBILE ACCESSORIES. — 
There has been a revision in prices of 
cheap grade tires, but otherwise quota- 
tions remain firm and unchanged in all 
items. Business has been maintained 
at a fairly good pace in the past two 
weeks. aap 

We quote from Cincinnati jobbers’ 


stocks: 

Tires 30x3% 29x 4.40 
CHORD GOES. 0500000005 $5.45 oot 
Medium grade ........ 6.10 $7.55 
Best OTAGO .icikes cas oe 8.75 9.65 

Tubes: 
Cheap GTRAG 8s... cascce 1.05 1.40 
Medium grade ....... 1.25 oes 
Beet GEES ..sdsrebvia 1.45 1.85 
Luggage Carriers.—Light weight, 


65c. each; 60c. in lots of 10; heavy 
weight, 80c. each; 75c. in lots of 10. 
High Lustre Automobile Polish.— 
% pt. size, $4 per doz.; 1 pt. size, 
$8 per doz.; 1 qt. size, $12 per doz. 
Ford Replacement Springs.—7-leaf 
front spring, $1.25 each; 8-leaf front 
spring, $1.45 each; 9-leaf front spring, 
$1.95 each; 9-leaf rear spring, $4.55 
each; 10-leaf rear spring, $4.90 each. 
BUILDERS’ HARDWARE.—Sales in 
general are holding well up to the vol- 
ume attained last year, and activities 
in the last 10 days have been of sizable 
proportions. Prices are steady. 
We quote from Cincinnati jobbers’ 
stocks: 
Sash Weights.—Sash weights, $1.75. 
Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


BOLTS AND NUTS.—No change of 
consequence has taken place in this 
commodity. Retailers are ordering a 
fair amount of stock in small quanti- 
ties for prompt delivery. 


We quote from Cincinnati jobbers’ 


stocks: 
Cut-thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 


Urban retail sales also have 








60 and 10 per cent off list; stove 
bolts, 80 per cent off list; square, 
hexagon and tap nuts, 60 per cent 
off list. 


CAMP STOVES.—Retail dealers are 
still placing some business for imme- 
diate delivery. Prices are unchanged 
and reflect the strong condition of the 
market. 
We quote from Cincinnati jobbers’ 
stocks: 
Coleman No. 2, $8.50 each; Coleman 
No. 9, $6.25 each. g 
CROQUET SETS.—This item continues 
to move at a fair rate, although retail- 
ers have most of the stock they will 
need this season. 


We quote from Cincinnati jobbers’ 
stocks: No. 5, four-ball set, $1.50; No. 
10, six-ball set, $1.85; No. A, eight- 
ball set, $2.15; No. 3, eight-ball set, 
$4.20; No. 1, eight-ball set, $3.15. 


ELECTRIC FANS.—Two torrid spells 
of short duration served to open up 
the demand for this commodity, and re- 
tailers have had several days during 
which business has been exceptionally 
heavy. Indications are that this sea- 
son’s trade will be equal to that in 
1926. : 
FILES.—Prices on Black Diamond files 
have been revised, the new schedule 
calling for 50 per cent off list. 


We quote from Cincinnati jobbers’ 
stocks: Black Diamond files, 50 off 
list; Keystone files, 70, 10 and 5 off 


list. 

GALVANIZED SPRINKLERS. — The 
warm arid weather has had a tendency 
to bring out a good sale of this item. 
Reorders have been placed with local 


jobbers in the past week. 





—Prices Firm and Unchanged 


We quote from Cincinnati jobbers’ 
stocks: 4 qt. sprinkling pots, $5.50 
per doz.; 6 qt. sprinkling pots, $6 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $8 per 
doz.; 12 qt. sprinkling pots, $9.50 per 
—: 16 qt. sprinkling pots, $11.75 per 

oz. 


HOSE ATTACHMENTS.—Here again 
the dry spell has been a stimulus to 
trade, many dealers finding it neces- 
sary to reorder supplies from jobbing 
houses. 

We quote from Cincinnati jobbers’ 

stocks: 
Diamond nozzles, $3.60 a doz.; Pet 


nozzles, $4.90 a doz.; Gem nozzles, 
$5.50 a doz. 


ICE CREAM FREEZERS.—A pick up 
in sales followed close upon the first 
hot wave of the summer, and business 
in the past two weeks have been the 
best this year. Total bookings this sea- 
son, however, have not, been up to ex- 
pectations of local jobbers. 

We quote from Cincinnati jobbers’ 

stocks: 

White Mountain.—1 qt., $2.43 each; 

2 qt., $2.83 each; 3 qt., $3.38 each; 

4 qt., $4.13 each; 6 qt., $5.23 each; 

8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 

each; 3 qt., $2.78 each; 4 qt., $3.40 

oh; 6 qt., $4.30 each; 8 qt., $5.55 
each. 

Peerless.—1 qt., $2.95 each; 2 qt., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


GAME TRAPS.—Retailers are begin- 
ning to order this commodity for future 
delivery. Prices for this season are 
given below. 

We quote from Cincinnati jobbers’ 

stocks: 

Two-Trigger game trap, $5 per 

doz.; 15 doz. per barrel; Single Grip 
No. 1, $1.88 per doz., 35 doz. per bar- 
rel; Single Grip, No. 2, $3.35 per doz., 
18 doz. per barrel; Single Grip No. 
3, $5.50 per doz., 15 doz. per barrel; 
Single Grip No. 4, $6.70 per doz., 10 
doz. per barrel. 


LAWN HOSE.—Sales have increased 
sharply in the past two weeks, the dry 
weather acting as a stimulus to trade. 
While the season this year has been 
later than usual, it is thought that total 
bookings may equal those of 1926. 


We quote from Cincinnati jobbers’ 
stocks: 

Leader Hose.—¥ in., $7.75 per 100 
ft.; Red Dandy, % in., $11.50 per 100 
ft.; molded hose, % in., on reels, 
$10.50 per 100 ft. 


LAWN SWINGS.—Shipments from lo- 
cal jobbing warehouses have been of 
liberal proportions, and some fill-in or- 
ders are being received from day to 
day. 
r We quote from Cincinnati jobbers’ 
stocks: 


Standard lawn swings, $7.75 each; 
extra heavy lawn swings, $9.50 each. 


NAILS.—The market on this commodity 
is about normal for this time of the 
year. Prices are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg; 
—— coated nails, $2.95 per 100-Ib. 
eg. 
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Trimo: 


Dealer : 


TRIMONT MANUFACTURING COMPANY 
ROXBURY (BOSTON), MASS. 


MEMO: 

When a man asks 

for a pipe wrench, 
he means a 


TRIMO 


For Sale at Hardware, Plumbing 
and Mill Supply Stores 





America’s Leading Wrench Makers 


TRIMO 


“Hey, Trimo, I’ve seen a lot of 
wrenches develop yellow streaks in my 
time, but I guess, from watching you 
work, that the word “yellow” isn’t in 
your vocabulary. The older you get, 
the younger you seem. What’s your 
system ?” 


“Simple, my boy, simple. Any wrench 
is only as good as its parts. Feel my 
jaws for instance. They are drop- 
forged from selected bar steel. That 
frame of mine is made of pressed steel 
and can’t break. That inserted jaw in 
handle can be renewed at little ex- 
pense, when dull or worn. My mov- 
able jaw and adjusting nut are made 
with a round top and bottom thread, 
guaranteed not to strip or burr. When 
they built me they built a good one.” 


“Don’t I know it! Give me a Trimo 
to sell every time. Most wrenches look 
alike on the surface, but Trimo quality 
sinks clear through. I’ll stick by 
Trimo because Trimo is most called 
for. You can always trust a Trimo.” 


For Nearly Forty Years 
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PAINT.—Further reduction in linseed 
oil and turpentine have been made. The 
hot weather has been a deterrent upon 
business, which is light at the moment. 

We quote from Cincinnati jobbers’ 
stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
6c. per gal.; turpentine in two-bar- 
rel lots, 58c. per gal.; white and red 
lead in 500-lb. kegs, 144%c. pg Ib., 
less 10 per cent. 


RADIO BATTERIES.—Prices for the 
fall season have been announced by a 
number of manufacturers, and the new 
schedule is printed below. 


We quote from Cincinnati jobbers’ 
stocks: 


HARDWARE AGE 


We quite from Cincinnati jobbers’ 
stocks: 

Manila rope, 23c. per lb.; sisal rope, 
l4c. per Ib 


ROOFING MATERIAL.—In this com- 
modity there has been no substantial 
Sales continue 


on a fairly good basis, and prices are 


change for some time. 


steady. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.— Light standard, 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barre] lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12c.; in 5-lb. cans, 9%c. per Ib.; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5-lb. cans, 12 cans to the 
box, 8%c. per Ib.; in 10-lb. cans, 6 
cans to the box. 7%c. per Ib. 
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Window Screens.—No. 1833, $3.86 
per doz.; No. 1833, galvanized, $4 ong 
doz.; No. 2433, $4.50 per doz.; No. 
2433, galvanized, $4.75 per doz.; No. 
3037, $6.20 per doz.; No. 3037 gal- 
vanized, $6.55 per doz.; No. 18 steel 
screens, $4.85 per doz.; No. 24A steel 
screens, $6.15 per doz.; No. 30, $7.65 
per doz.; No. 30A, $8.50 per doz. 


SCREWS.—Sales have been holding up 
fairly well for midsummer, jobbers hav- 
ing received a moderate amount of 
business. 


We quote from Cincinnati jobbers’ 
stocks: 

Flathead bright screws, 85 and 7% 
off list; flathead blue screws, 85 and 
2% off list; flathead brass screws, 80 
and 20 off list; round head blue 
screws, 80, 20 and 5 off list; round 
head screws, 80 and 12% off list; 
bright wire goods, 85 and 25 off list. 


WATER COOLERS.—This commodity 
has shown an improvement since the 
advent of warm weather. Jobbers have 
been making good shipments to the re- 
tail trade. 





SCREEN DOORS AND WINDOW 
SCREENS.—Jobbers are obtaning a 
moderate number of fill-in orders, 


We quote from Cincinnati jobbers’ 
stocks: 2 gal. cooler, $1.80 each; 3 
gal. cooler, $2.05 each; 4 gal. cooler, 
$2.40 each; 6 gal. cooler, $2.90 each; 


Less than 
Unit In Unit 
Packages Packages 
jatteries Each Each 
Og ee $0.40 $0.35%4 
a, PE Ss s6 0s 1.05 0.97 
3 No. 5156....... 1.22 1.14 
B No. 3156.,...2. 1.40 1.30 
B NG. BIPGs 6 oscn% 1.40 1.30 
3 No. 5308....... 2.27 2.11 
B NO, Beeeeiscccs 2.62 2.44 
B No. 10308...... 3.40 3.17 
B,” No. 21308.. - 3.58 3.33 
Cc." ie; Bees estsce 0.28 0.26 
a gee ee 0.42 0.39 
MS Re; wen Soe an 0.59 0.55 
“S,.” TAO. Bieeicusscs 1,22 


A 2 1.14 
Note.—Nos. 5156, 5308, 2308, 10308, 
21308, 5360, 5540 and 5156 are in unit 
packages of 5. Nos. 4156, 2156, 2158 
and 2370 are in unit packages of 10. 
No. 6 is in a unit package of 50. 
ROPE.—Business is rather dull, and 
dealers are asking only for small quan- 


tities of material. 





while prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: 

Screen Doors.—No. 241, $17.60 per 
doz.; No. 281, $18.65 per doz.; No. 314, 
$25 per doz.; No. 355, $34 per doz.; 
No. 315, $31.40 per doz.; No. 315, gal- 
vanized, $32 per doz. All of the above 
quotations are on the size 2 ft. 10 
in x 6 ft. 10 in. 





8 gal. cooler, $3.90 each; 10 gal. 
cooler, $5 each; Twentieth Century 
cooler with bottle, No. 50, in mahog- 
any finish, $10.80 each; Twentieth 
Century cooler with bottle and stand, 
No. 500, in mahogany finish, $13.75 
each; Twentieth Century cooler with 
bottle, No. 50, in white finish, $11.25 
each; Twentieth Century cooler with 
bottle and stand; No. 500 in white 
finish, $14.50 each. 











ERE is a picture of a tool display case that is in 
use at the United Hardware & Implement Co., 


Dinuba, Cal. 


The capacity of the case is as follows: 48 saws, 14 
levels, complete sample stock of planes, complete stock 
of squares, complete sample stock and extras of breast 
drills, hand drills, blow torches, compass saws, coping 


Saws, etc. 


Note the wrapping counter to the right of the saws. 


It is in the position where it will do the most good. 

This company turns its tool stock several times a year 
because it carries a complete line for its community, its 
stock is always on display, customers can examine the 
tools personally without waiting for a salesman to go 
behind a counter to get the tool out of a show case, 
and the compactness of this method of display and stor- 


ing of stock enables the management of the firm to keep 


a perpetual inventory. 
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2T CHAIN 


7) HE new Orange Seal stand has made an instant and satis- 
factory hit with the hardware dealers. ° 









An installation in any hardware store means immediate and con- 
tinued sales of chain and accessories. This is proven 
by letters from dealers in many sections. 


ally sel This stand is a sales producer, a labor saver, and a real 
Es profit maker. 

They are now on sale by jobbers in most sections of 
the country. 

Ask your jobber about it—if he cannot supply you we 
will. 

If you want this chain business on a low cost basis, get 
The Orange Seal Stand Working—Now. 





250 f€ No. 1 Brown Chain, 29 Ibs. 





175 ft. No. 2/0 Brown Chain, 31% Ibs. 






TAAL 125 fe. No. 3/0 Trtumoh Chain, 34 Ibs. : 3 . oe i ‘ 
| Further information and prices by return mail if you wish. 


Bridgeport Chain Co. 


BRIDGEPORT, - CONN. 
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HARDWARE AGE 


Retail Trade Continues Active 
June Showed 5.7 Per Cent Gain 
N. Y. Prices Firm—Collections Good 


NEW YoRK, July 18.—Retail hardware demands are continuing fairly 


heavy, in the Metropolitan area. 


Federal Reserve reports on retail 


volume of this section show an average gain of 5.7 per cent for June, 


1927, compared with the same month of the previous year. 


Local job- 


bers have an active market also for the general lines, and say that in- 
dividual orders are good and call for satisfactory assortments. 
Local prices are generally firm and collections continue to show some 


improvement. 


New York stocks are in good condition in most lines. 


Most of the Metropolitan distributors are operating with reduced 
staffs due to vacations, which, of course, emphasizes the activity of 


those at work. 





Linseed Oil Sales Moderate; 
Local Stocks Satisfactory 


Moderate sales and satisfactory local 
stocks are reported on linseed oil in the 
New York market. Card prices an- 
nounced July 13 were as follows: Lin- 
seed oil in lots of less than 5 bbls., 11.8 
cents per pound; in lots of 5 bbls. or 
more, 11.4 cents per pound, and Cal- 
cutta linseed oil in bbls., 15.7 cents per 
pound. 

Boiled oil is 4/10 cents extra per 
pound; double boiled oil is 5/10 cents 
extra per pound additional. Oil in half 
barrel lots is 7/10 cents per pound ad- 
ditional. 


———_ 


Sash Cord Sale Fair; 
Local Stocks Satisfactory 


Firm prices and a fair demand ‘are 
reported for sash cord in the metro- 
politan market. Local stocks are con- 
sidered satisfactory. Recent advances 
on sash cord have been maintained very 
well throughout this district. 


JOBBERS’ ee Lae en TO RE- 
TAILERS, F.O NEW YORK: 

Sash cord, line spot No. 8, 70c. 
to 72c.; Aetna No. 8, 27c., and Phoe- 
nix No. 8, 35c. to 36c. 

No. 7 is 1c. higher and No. 6 is 8c. 
higher on all brands. 





Moderate Demand Is Re- 
ported for Ice Cream Freezers 


Moderate demands are reported for 
ice cream freezers in the New York 
wholesale hardware market. Prices 
have been firm and are not expected 
to change. Local stocks are ample. 
Continued warm weather should help 
the sale of this item. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F. O. B., NEW YORK: 

Alaska Freezers. = qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 
4 qt., $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt. $10. 75 each; 12 qt., 
$14 each; 15 qt., $17 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 


Ice Cream Freezers, White Moun- 


tain, 2 qt., $5.65; 4 qt., $8.25; 6 qt., 
$10.45, and 8 qt., $13.50 each. These 
are list prices and are subject to 


dealers’ discount of 50 per cent. 

Auto Vacuum Freezers, No. 1, $3.33; 
No. 2, $4.00; No. 3, 33, and No. 4, 
$6.67 each. These are net prices. 

Arctic Freezers, 1 qt., 
$4.60; 3 qt., $5.55; 4 qt., $6. 
$8.60; 8 at., $11.10; 16 at., : 
12 qt., $16. 65, and 15 qt., $23.30 each. 
These are list prices subject to deal- 
ers’ discount of 50 per cent. 

Acme Freezers, No. 1, 2 qt., rogith- 
galvanized, tapered, $8.00 per dozen; 
No. 2, 2 qt., enameled, galvanized, 
tapered, $10.00 per dozen; No. 3, 4 qt., 
enameled, $1.00 per dozen, and No. 
4, pint size, Junior enameled, $4.80 
per dozen. These are net prices. 

Everybody's yrocaere, No. 01, pt., 


$4.00; No. 1, ‘ qt., $5.50; No. 2, 2 at., 
$7. — “ 9 io? qt. $8. 00, and No. 4, 
4 gray enameled, 


ay wat *itst prices subject to deal- 
ers’ discount of 33% per cent. 


N. Y. Screw Prices Vary; 
Demand Is Consistent 


Screws are in consistent demand in 
the Metropolitan hardware market. 
Some local distributors are quoting a 
50 in place of the five tens noted in 
prices given herewith. Local stocks are 
ample for current needs. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Screws, flat head, bright iron, 75- 
20-10-10-10-10- 10; round head, blued, 
72% -20-10-10-10-10-10; round head, 
iron, nickel plated, 65-20-10-10-10-10- 
10; flat head, galvanized, 60-20-10- 
10-10-10-10; flat head, brass, 72%- 
20-10-10-10-10-10; round head, brass, 
70-20-10-10-10-10-10. These discounts 
apply to standard screw lists. In 
package lots an extra 10 is allowed. 





Normal Demand Is Reported 
for Bolts and Nuts 


Bolts and nuts are normally active. 
Jobbers report firm prices and adequate 
stocks for the Metropolitan territory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carriage bolts, % by 6 and smaller, 
50 and 10 off list. Larger, 50 per cent 
off list. 

Machine bolts, % by 6 and smaller, 
50 off list; larger to 1 by 30, 45 per 
cent off list; 1% to 1%, 30 off list. 

Coach screws, % by 6 and smaller, 
50 and 10 off list. Larger, 50 off list. 

Step bolts, 50 per cent off list. 
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Retail Sales Are Active 
for Garden Equipment 


Though the bulk of the wholesale 
business has been done in garden equip- 
ment, there continues an active retail 
sale with some fill-in orders from deal- 
ers to jobbers. Prices continue un- 
changed. Local stocks are apparently 
adequate for current requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Garden Hoes 


Black finish, 7 in. steel blade, solid 
shank, 4% ft. ash handle, 49c. each. 
Same with 6 in. blade, bronze finish, 
80%c. each; and with 7 in. blade, 
bronze finish, 814%4c. each. 

Ladies’ garden hoon, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63c. each. 

Meadow hoes, forged steel blade, 
19 gage, polished and bronzed socket 
shank, 4% ft. handle, 91%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed solid shank, 
414 ft. handle (ash), 7 in. blade, 80c. 
each. 

Onion hoe, square top, polished 
forged steel blade, 7 x 1% in., bronze 
finish, 4% ft. handle, 80c. to 88c. 
each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 95c. to $1.13 
each. Scuffle type hoes, 89c. each. 


Hay Forks 


Strapped ferrules, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines with 5 ft. bent 
handle, $1.13% each, and with 6 ft. 
bent handle, $1.37 each. 

Hay forks are packed 12 
bundle. 

Five per cent discount off all prices 
on spring goods in bundle lots. 


in a 


Sprinklers 
Sprinklers, Anaconda, $1.05 each; 
Zenith, 85c. each; Ring, 56c. each; 


Rainking, $2.33 each; Giant Rainking, 
$8.33, and Rainbow, $1.35 eath. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handle, 4-12 
in. tines, bronze finish, $1.53% each. 
Same, 5-12% in. tines, $1.861%4 each. 

Strapped ferrules, steel capper 
drop forged oval tines, polished and 
bronzed with 4 ft. ash handles, 4-12 
in. tines, $1.34 each. Same, with 5-13 
in. tines, $1.52 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood han- 
dles, with 4 oval 15 in. heavy tines, 
$2.20 each. All of these manure forks 
are packed 6 in a bundle. 





Batteries Continue Active; 


New York Prices Firm 


Radio and ignition batteries continue 
to have an active sale in the New York 
wholesale hardware market. Prices 
have been very firm in this territory. 
Local stocks are considered adequate. 


JOBBERS’ Oe ve ae RE- 
TAILERS. F.0.B. NEW YOR 


Dry cells, No. o Loaien “type, 
321%4c.; No. 7111, same type, 35%¢c. 
each. 

B batteries, No. 767, $2.62 each; in 
units of 44 each; No. 772 (ver- 


tical type), $2.62 each; in units of 5, 
$2.44 each: heavy duty vertical type, 
No. 770, $3.40 each; in units of & 
$3.17 each. Layerbilt, No. 486, $3.5 
each; units of 5, $3.33 each. 





New York Prices Firm on 
Steel Butts—Demand Fair 
Steel butts are in fair demand in 
New York. Prices continue firm. Prices 
to dealers on 3% by 3% inch butts, 21 
cents per pair and in case lots, 17 cents 
per pair. 
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Our Galvanized Hardware Cloth Is Durable 













When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 


We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 24, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
4, Y% and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 

Screen Cloth 

Poultry Netting and Staples 


Write your Jobber for full information 


| TAC iCKWIi 


J 
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Revised Step Bolt Price List 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION—List prices are in accordance with recent revision of April 1, 1927. To de- 
termine net selling or buying price on any size, this chart offers a direct short cut. For example: 
Assume a desired discount of 40 per cent on %%-inch diameter step bolts, 2 inches in length. 
Find the length line and follow along until you reach the 40 per cent discount column—here you 















































































































































































































































































































































































































































































































































































































































find the answer, 420. Other discounts and lengths are determined in the same manner. List 
prices are per 100. 
me Bolts foc dessinn and wi inch diameter — Step Bolts (3/8 inch diameter) 
| T DISCOUNT | DISCOUNT | 
Length) List | en eer ee 2 ee Length oa Ne a a recorihmete | 
| 10 2» | 25 | 30 | 33% | 40 50 60 | (70 | | aia 25 | 30 | 33% so | 50 | 60 70 | 
a 300° 270 | 240 | 225° 210 | 200} 240° 150 | 120 90 | | “1 | (600 | "540 | 480. “450 | 420 400 | 360 | 300° 240 | 180 
1% | 315| 284) 252) 237| 221| 210| 189| 158| 126| 95 | | “1% | 625| 563| 500| 470| 438| 417| 375| 313| 250] 188 | 
1% | 330 __207 264 | 248 | 231 | 220] 198| 165 | 132] 99) | 1%) 650 | | 585 | 520) 488 | 455 | 434 | 300 | 325 | 260 195 | 
1% | 345| 311| 276| 259| 242| 230| 207| 173| 138| 104 | 1% | 675| 608| 540| 507| 473| 450] 405| 338| 270] 203 | 
a? | 360° 324 288 270 | 252 | 240| 216 “wo | ae | 108 | | 2 |_7 | | 630 | 56 ) | 560 ‘490 | 467 | 420] 350 280] 210 | 
_2%| 375 | 338 300 | _ 282 | 263 | 250 | 225] 188 | 150 | uz} | 2% | 725 | _658 | 580 | 508 | 484 | 435 | 363 | 290| 218 
2% | 390 | 351/ 312/ 293 | 273| 260| 234| 195 | 156 “117| | 2%] 750| 675| 600| 5 525 | 500| 450| 375 | 300| 225 
2% | 405| 365) 324| 304| 284| 270] 243| 203| 162] 122| | 2% | 775 | 698 | 620 | 543] 517| 465| 388| 310| 233 | 
‘. a0 ~378| 336| 315| 204| 280| 252] 210 | 168 | 6 | | 5800 | 720 | 600 | 600 | 500 ~ 534| 480] 400| 320] 240 | 
| 3% | 435 “392 | 348 | 327| 305| 290] 261| 218 | 174} 131 ; 3% | 825 | 743 | ~ 660 | 619 | 578 | 550| 495| 413] 330| 248 
| 3%] 450| 405 360 | 338 | 315{| 300| 270| 225! 180| 135| | 3% ‘| 850 | 765, BS 680 | 638 | gE 395 | 567| 510] 425| 340] 255 
3% | 465| 419| 372 | 349 | 326| 310] 279| 233| 186| 140| | rae | "788 | 700| 657| 613| 584| 525| 438| 350| 263 
4 | 480, 432 | 3 384 ‘| “360 | 336 | “320 | 288 | 240, 192 | 144 4 | 900 | 810 | 720 _875 | 630. | 600° 540 | 450| 360 | 270, 
4% | 495) 446 | 396 | 372) 347 | 330 | 207 | 248 | 198 | 149 | 4% | 925| 833 | 740| 694 | 648 | 617 | 555] 463 | 370] 278 | 
_4%| 510| 459] 408 | 383 | 357 | 340 | 306 255 | 204 | 153} | 4%| 950| 855. | 760 | 713 | 685 | 634] 570| 475 | 380 285 
4% | 525 | 473 420 |; 304 | ~ 368 | 350 | 315| 263| 210) 158| | 4% | 975 (975 | 878 | 780 | 732 | 683 | 650. 585 | 488 | 390 | 293 | 
5 | 540) 486 ara | 378 | 360 | 324 | 270 | | 216| 162| | “5 | 1000| 900) 800) 750| 700| 667 | 600| 500/ 400| 300 | 
 5%| 570| 513) 456 | 428° [309 | 380 | 342 | 285 | 228 | 71| | 5% | 1050 | 035 | 80 | vas | 7a5| 700 | e30| 525 | 420 | ats 
“3 600 | 50 | 480 | 450 | 420 | 400 | el ~ 300° | 240 | 180 | | a 1100 | p | 990 | 880 | 825 | 770 | 734| 660] 550| 440] 330 
Step Bolts (5/16 inch diameter) ae Bolts (7/16 inch diameter) 
DISCOUNT | DISCOUNT 
Length} List =" ro Length)! List 
| 10 | 20 | 25 | 30 | 33% | 40 | 50 | 60 | 70 10 | 2 | 25 | 30 | 33%| 40 | 50 | oo | 70 
; #2 400 | 360| 320/ 300| 280 | 267 | 240 200 | 160 | 120° ne Sed | 900° 810| 720] 675| 630| 600] 540| 450| 360] 270 
1% | 420 | 378] 336 | 315] 204 | 280] 252] 210] 168 | 126 1% | 930| 837| 744| 698| 651 | 620] 558| 465 | 372 | 279 
1%| 440| 396| 352/| 330| 308| 294] 264] 220/ 176| 132 | 1%| 960| 864| 768| 720] 672| 640| 576| 480| 384| 288 
~ 1% | 400] 414| 368| 345 | 322| 307| 276| 230| 184] 138 1% | 990 | s01| 792| 743| 693| 660] 594| 495| 396 | 297 
2 | 490 | 432] 384 | 360 | 336 | 320] 288/ 240 | 192 a 2 | 1020| 918| 816| 765| 714| 680| 612| 510| 408| 306 
2% | 500| 450| 400 | 3 350} 334] 300| 250| 200| 150° 2% | 1050 | 945| 840| 7 735 | 700| 630| 525| 420| 315 
~~ 2%| 520| 468] 416| 390| 364| 347| 312] 260| 208| 156, 2% | 1080 | 972| 864| 810| 756| 720] 648| 540| 432] 324 
2% | 540| 486 | 432| 405| 378| 360| 324| 270| 216| 162 | 2% | 4110] 999| 888| 833| 777| 740| 666| 555| 444 | 333 
3 | 500| 504| 448| 420| 392| 374| 336| 280| 224| 168 | 3 a: 1140 | 1026 | 912| 855| 798| 760| 684| 570] 456| 342 
34% | 580| 522| 464| 435| 406| 387| 348| 290| 232] 174 | 3% | 1170| 1053| 936| 878| 819| 780| 702] 585| 468| 351 
3%| 600 | 540| 480| 450] 420| 400| 360| 300| 240] 180, __3% | 1200 1080 | 960 | 900| 840| 800| 720] 600| 480| 360 
3% | 620| 558| 496| 465| 434 | 414| 372| 310| 248| 186° 3% rm “1107 | 984 | 923] 861 | 820| 738| 615 | 492| 369 
4 | o@| 576| 512| 480} 448| 427| 384] 320| 256| 192 4 | 1260 | 1134 | 1008| 945| 882| s40| 756| 630] 504] 378 | 
4% | 660 | 594| 528| 495| 462| 440| 396| 330| 264| 198 4% | 1290 | 1161 | 1032 | 968| 903| 860| 774] 645] 516| 387 | 
4% 612 | 544| 510| 476 | 454| 408| 340 | 272 204 ; 4% | 1320 | 1188 | 1056 | 990| 924| 880| 792| 660| 528 396 | 
4% | 700 | 630| 560| 525| 490| 467| 420| 350| 280| 210 | 4% | 1380 | 1215 | 1080 | 1013 | 945 | 900] s10| 675 | 540 | 405 | 
5 | 720/| 648| 576| 540| 504| 380| 432| 360| 288| 216 | 5 | 1380 | 1242 | 1104 | 1035| 966 | 920| 828| 690| 552| 414 | 
5%| 760| 684 | 608| 570| 532| 507| 456 | 380| 304 | 228 - 5% | 1440 | 1296 | 1152 | 1080 1008 | 960| 864 | 720| 576| 432 | 
6 | 800 720 | 640 600 560 | 334 | 480 ~ 400 | 320 | “240 ® 6 | 1500 7350 | “1200 | 1125 | 1050 | 1000 | 900| 750 | 600 - 480 | 
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Business Looks Brighter 


No other retail business is more affected by 
present day conditions as hardware stores 
are. And no other business should yield 
such satisfactory profits to the owner. The 
old excuse that business is below normal 
will not hold water any more. It is no longer 
true in hardware lines. 


Your strongest competitors are showing in- 
creased sales every month. They are pay- 
ing larger dividends than they have ever 
earned before. Suppose we have a look at 
conditions as they actually are. 


Population has been growing steadily. To- 
day there are more house owners than there 
ever has been. This means an increased 
demand for the old established lines such as 
tools, builders’ hardware, and household 
utensils. And this is not all. 


To the old established hardware lines the 
past few years have added veritable gold 
mines of profitable business that no other 
stores are so well qualified to handle. 


The universal use of the automobile has 
brot with it not only a tremendous vol- 
ume of business in tools and accessories, but 
also has opened up an equally profitable 


field in the sales of camping equipment. 
Sporting goods are in greater demand than 
ever in the history of this country, and are 
productive of new and profitable business. 


New inventions of a few years ago looked 
upon as luxuries are now household neces- 
sities. These include washing machines, 
vacuum cleaners, electrical appliances and 
aluminum ware. 


Then there is the radio. The retail sales of 
this one item alone have increased in the 
neighborhood of 100 million dollars in the 
last year. There is no need to dwell upon 
its sudden rise to prominence among the 
nation’s richest industries. 


All in all, opportunity never was brighter 
than it is today for the hardware merchant 
who knows the needs of the buying public 
and — without increasing his overhead — 
provides the correct means of making shop- 
ping so convenient and satisfactory for his 
customers that they'd rather shop in his 
store than anywhere else. 


‘Is my store meeting present day conditions 
with present day methods?” is a question 
every independent hardware merchant can 
well afford to ask himself. , 











THIS CATALOG CONTAINS VALUABLE 


With the new opportunities in business, 
strong competitors have noted the good 
profits to be made from hardware, and 
are aggressively going after this trade. 
They have studied the needs and buying 
habits of the people, and they cater to 
their whims and fancies. By new and 
better methods of merchandising they 
put into practice very practical and ef- 
fective plans to attract more customers 
to their stores. If the hardware mer- 
chant is to remain in business and 
justify his existence, he must brush the 
cobwebs from his old fashioned methods 
and put into effect every device and 
artifice known to modern selling. 





Busiriess analysis 
Store planning 
Installation 
Sampling 








SUGGESTIONS. WRITE FOR IT TODAY. 


For years, a great deal of time and 


thought has been given by many pro- 
gressive hardware men and manufactur- 
ers to the problem of bringing the hard- 
ware business back to the success and 
profits that rightfully belong to it. The 
purpose of the Duluth Show Case Com- 
pany is to help solve the problems the 
retail hardware business has to face and 
to furnish equipment with which to 


carry out the modern method of mer- 
chandising. The new catalogue “The 
‘Duluth’ Self-Serve System of Mer- 
chandising Hardware” is well worth the 
time invested to read it. Write for your 
copy today. 


DULUTH SHOW CASE COMPANY 


Duluth, Minnesota 


Write today for this new and 
interesting catalogue 


“The ‘Duluth’ Self-Serve System of 
Merchandising Hardware” 
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Everybody’s Business 


(Continued from page 38) 


We must spend millions of dollars for double-deck 
thoroughfares with overhead or underground crossings 
for pedestrians and cross traffic. 

Highway construction in a near day must provide for 
express, local and freight traffic. There will be at least 
three classes of roads: the primary, or arterial highways, 
and the secondary roads which will include feeder sys- 
tems, and the local roads that take care of short-haul 
traffic. The primary highways will be wide enough to 
allow for three or four traffic lanes to pass at one time 
in both directions. The express service traveling at high 
speed probably will run on an elevated structure built 
above the main road. Ramps will connect the elevated 
highways with the surface pavements at intervals of 
about half a mile. 

These arteries of travel will be perfectly lighted for 
night traffic, have no grade crossings, be policed by stop 
and go signals, and have speed limits fixed at a minimum 
—not a maximum. Buses and trucks will be subjected 
to regulations as to rates and service as the railroads 
are now, and all vehicles will have to pay a fair tax for 
the use of the highways they run over. 

Of even greater importance are the traffic jams in our 
cities, which statement is borne out by the disclosures 
that motor-car congestion now costs New York City 
a million dollars a day. The charge for delivering a 
bushel of potatoes in New York to the consumer is 
equal to that for hauling them 1000 miles by rail. Four 
cents a minute is the approximate expense of keeping 
a motor truck of average size on the streets, whether 
running or not. Let no one doubt that such waste of 
time, fuel and equipment has a direct relation to the 
present high cost of living. 

The inevitable outcome must be the reconstruction of 
our cities. New thoroughfares will have to be cut 
through built-up sections. Urban streets and country 
highways will have to be connected in vast geometrical 
systems, the financing to be taken care of jointly by the 
city, the county, and by the State. Millions will have 
to be spent for more vehicular tunnels, elevated auto- 
mobile roadways, and the widening of old streets. We 
must abandon the notion that because Main Street is 
20 feet wide, the new extension of this same street must 
be built on the same scale. A few years ago engineers 
made a new section of our national highway system 
40 feet wide and were ridiculed for deciding upon such 
an unusual width for this stretch of pavement. Already 
it has been proved that 40 feet of roadway are not 
enough to take care of the intensity of traffic near con- 
gested districts. It costs more not to have wide roads 
than to build them. 

Prominent in plans for municipal reconstruction will 
be two-level sidewalks; bridges for pedestrians at busy 
intersections ; escalators and ramps to connect streets that 
lie one above the other ; removal of signs and shrubbery 
that obscure vision; express routes through and around 
towns and villages, making it possible for fast-traveling 
tourists to avoid meeting heavy urban traffic; uniform 
signals, rules and laws; and the elimination of competi- 
tion between the bus and the street car over routes that 
are identical. 

Since the modern street car is the most economical 
user of space of all the vehicles that now travel city 
streets, it will have to be given a path more free of 


traffic congestion. While street cars make up only 10 
per cent of the traffic movement, they carry 81 per cent 
of the passengers. The automobile comprises 62 per 
cent of the traffic and carries only 21 per cent of the 
passengers. The future street car, built of aluminum, 
having silent wheels and operating smoothly without any 
noise at all, will help to remedy present traffic confusion. 
There must be coordinated car and bus service, and this 
must be supplied under a single management if we are 
to serve the ends of efficiency and economy. Street rail- 
ways in 1926 carried 237,000,000 more passengers than 
in 1925. 

We may expect to see the no-parking zones rapidly 
extended. A survey disclosed that the capacity of 
streets to handle traffic is reduced 50 per cent by cars 
standing at curbs. One automobile standing at the curb 
narrows the street for an entire block. We may also 
expect building regulations that will limit the number of 
tall structures on each city block. The skyscraper has 
increased the floor space in many communities as much 
as six times, with the result that six times as many 
people are discharged every day on that section of the 
street upon which the building fronts. No plan of sub- 
way building will take care of such growth. 

Transportation developments are bringing us rapidly 
to a new day. Small towns removed from water and 
railroads will take on new leases of life as a result of 
the building of great highway systems. All over our 
land we will soon witness the use of the rail motor car 
instead of the small steam passenger train, thereby ef- 
fecting an economy through substituting the internal 
combustion engine for the steam locomotive, which will 
give more frequent service on light traffic runs. Rail- 
roads themselves will go in for more trucks where it is 
necessary to meet the demands of the customer for the 
convenience of direct door-to-door deliveries. Better 
lighting in congested sections of cities will permit motor 
traffic to operate 24 hours a day in safety, using the night 
hours in which to move heavy freight in trucks with 
a minimum of noise and delay to department stores, 
warehouses and terminals. 

All of which bears heavily on current practices in 
business and industry throughout the United States. 


Montana Hardware Store Sells 
Skin Comforts 


HE sporting goods department of the Montana 

Hardware Co., Butte, Mont., accommodates its cus- 
tomers by carrying a stock of first-aid kits, cold cream, 
sunburn and mosquito lotions and remedies for poison 
ivy. These are the sort of things that motorists, hunters 
and fishermen too often forget to include in their out- 
fits, and painfully and futilely remember when they are 
miles from a base of supplies. They are probably for- 
gotten because they ordinarily require a trip to the drug 
store at a time when the customer’s attention is engrossed 
in equipment rather than remedies. 

The Montana Hardware Co. sees to it that they are 
taken along by featuring them prominently in counter 
and window displays, by including them in Sunday sport- 
ing goods advertising and by suggestion, tying them up 
with auto accessory and sporting goods sales. 
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Two Important Pamphlets 


(Continued from page 27) 


business only ; third, the accounting cost in charging pur- 
chases, sending statements, postage and other office 
supplies. 

In stores having a volume of $60,000 to $100,000 in 
towns of less than 1000 population, each dollar’s worth 
of merchandise sold on credit cost 4% per cent more 
than if it had been sold for cash. 

In individual stores the extra cost of conducting 
credit over cash business varies from 2% cents to 8% 
cents for each dollar of sales. As a general average it 
can be said that it cost 114 per cent more for office sala- 
ries, office supplies and postage in a credit than in a cash 
business. Collections and losses on notes and accounts 
run about 1% per cent of the credit sales and the inter- 
est on the outstandings will average 134 per cent, making 
a total of 41% per cent. 

The most profitable customer is the one who buys on 
credit and pays promptly. Cash buyers are invariably 
shoppers, their trade is difficult to hold, it takes longer 
to sell them and they are more critical in their purchases. 
A spot cash hardware business may prove successful in 
a community large enough to select a clientéle. Commu- 
nities of this type are exceptional, however. 

RELATION OF CAsH DiscouNT To PROFIT: 

Some of the stores take no cash discounts whatever, 
many take only part of them, hence 38 per cent is clearly 
a much smaller proportion of what the total earnings 
would have been had ALL cash discounts been taken. 

Some merchants say they have not sufficient capital to 
take cash discounts. Invariably these are the merchants 
who have heavy overstocks and who extend credit pro- 
miscuously. No merchant with a stockturn slower than 
the average, having a siniilar volume and situated in 
towns of like size, has any ground for saying he has not 
enough capital to take cash discounts. He has the capital 
but in the form of unnecessary merchandise instead of 
in the bank, available for payment. An examination of 
the inventory and the notes and accounts receivable will 
usually disclose sufficient idle capital to enable the store 
to discount all purchases. 

The following benefits are derived from taking all 
cash discounts: first, the revenue derived; second, the 
lower prices which naturally gravitate to the cash buyer ; 
third, closer collecting because of the necessity to provide 
cash with which to discount; fourth, buying only what 
can be sold within a reasonable length of time.” 


** * * 


SELECTED INDIVIDUAL STORES: 

In this chapter the results are given of twenty-five 
selected individual stores; that is, stores that were un- 
usually well managed. Many charts and figures are used. 
This is a most interesting chapter. 

Under the heading of “Reasons for Good Results,” we 
find the following : 


“The larger than average profit in these twenty-five stores 
is accounted for in part by the greater percentage of mar- 
gin. In most cases, however, it is not greatly in excess of 
the average, only ten of the selected stores showing a margin 
higher than 30 per cent. There are three causes for the 
larger margins: First, buying merchandise on a price basis, 
quality considered; second, taking cash discounts on pur- 
chases; third, arranging merchandise in the store to give 
prominence to lines carrying the longer margin. 

“The principal reason for the larger profit shown by the 
selected stores is their lower expenses. Three important 
factors were responsible largely for this more satisfactory 
experience. First, the larger sales for each person employed ; 
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The TRIUMPH 





OF 


MACHINERY 








The achievements of today are born of a dis- 
tinct demand, which will rest only when it has 
resulted in a great improvement over the 
methods of yesterday. 


Although the old ways may be tolerated for 
the time being, the more aggravating becomes 
the need, until urgent necessity finally forces 
the issue. 


We have added another stepping stone toward 
the emancipation of labor, and the progress of 
the universe, with the only machine in exist- 
ence that is universal in its application, in that 
it will cut keys from number by code, or dupli- 
cate from sample key, without the necessity of 
changing the cutter for different makes of locks, 
and eliminating guide, depth, and gauge keys. 





THE ({(0) UNIVERSAL 


“Takes the guess out of key cutting” 


(iD INDEPENDENTIOCKCO.QD 


72-80 Winter St. 
FITCHBURG, MASS., U. S. A. 





Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Ete. 
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OPPORTUNITY 


To Share in Profit of 
Leading Manufacturers 


Winchester-Simmons Co. 


Common Stocks 
Preferred Stocks 


Remington Arms Co., Inc., 
of Delaware 


(Controlling Remington Cash Register Co.) 


7% First Preferred 
8% Second Preferred 
Common Stock 


Attractive Prices 
Information on request 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street New York 











PLASTIC WOOD 


Alwa ys repeats—because 


Once it is used in repair 
or construction work, 
many new uses are sug- 
gested. 


Every day, householders come 
across many repair jobs that 
only PLASTIC WOOD will 
do quickly and permanently. 
PLASTIC WOOD actually 
handles like putty and hard- 
ens into waterproof wood. 
You can work it with any 
wood-working tools and it 
takes paint, stain, lacquer and 
varnish like any wood. 








Display PLASTIC WOOD and 
our National Advertising will do 
the rest. 


Addison-Leslie Company 


10 Bolivar Street, Canton, Mass. 
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second, the smaller proportion of notes and accounts receiv- 
able at the end of the year; third, a faster stockturn.” 
More Erricient Use or CAPITAL: 

“Not only does each person in the selected stores produce 
more sales than in average stores, but each dollar works 
harder. Figure 13 shows the capital used to secure each 
$10,000 of sales. The figures do not represent net assets, 
but the total assets (except real estate) in average and se- 
lected stores. The smaller investment in merchandise and in 
notes and accounts receivable is responsible for the greater 
efficiency in the use of capital. 

“The three reasons mentioned above—larger sales for each 
person employed, closer collections and faster stockturns— 
are not the only ones affecting profit, but if any store with 
an ordinary margin shows up better than the average in each 
of those three points they are fairly certain of making a good 
profit.” 

* * * 
PLANNING FOR PROFIT: 

“If we could first know where we are, and whither we are 

tending, we could better judge what to do, and how to do it.” 
—ABRAHAM LINCOLN. 


This chapter, in the most intelligent manner, outlines 
exactly how a retail merchant can plan his business to 
make a profit. Here also there are a number of very 
interesting tables. There are comparisons of the results 
of one retail store with the results of another. Here 
are a few quotations: 

GENERAL EXPENSE: 

“General expense increased from 13.09 per cent to 15.55 
per cent in the last three years. In the average store it was 
less than 11 per cent of the sales. It is evident that an effort 
must be made to reduce general expense. 

STOCKTURN : 

“During the four years stockturn was never higher than 
1.68 times. The average store secured nearly one more stock- 
turn in 1926.” 


This chapter ends with a few words on the “Advan- 
tages of Planning,” which are well worth quoting : 

“A plan sets definite goals, coordinates effort and elemi- 
nates wasted energy through inefficient methods. It does as 
much for a business as a blueprint for an engineer and saves 
costly experimenting. A plan should combine good judgment 
with analysis and a vision of undeveloped possibilities. As 
one authority says: ‘It substitutes considered intentions for 
opportunism in management.’ Sales will be speeded up, mar- 
gin regulated and expense reduced where such reduction seems 
feasible. 

“A plan is not a straitjacket for the business, and must 
be adjusted as conditions change. It is usually sufficient to 
adjust semi-annually. The manager must not only make the 
plan but see that it is carried on throughout the year, because 
no mechanical method of control is a substitute for indi- 
vidual initiative. 

“No miraculous result can be expected from a plan, how- 
ever good. It is merely a means to the end of increased 
satisfaction in business and not an end in itself. It is a good 
tool in the hands of a competent merchant, makes the foun- 
dation of the business more secure and gives greater con- 
fidence in himself and in his future.” 


Now, allow me to repeat, the reason I have reviewed 
these two pamphlets, “Trade Betterment” and “Hard- 
ware Store Survey,” is because, in my opinion, they are 
the best and most authoritative papers that have been 
written on the hardware trade in a long, long time. If 
we are to have more intelligence in manufacturing, 
wholesaling and retailing hardware, we must have more 
accurate knowledge. There is a great deal of knowl- 
edge to be gathered from these two pamphlets. As a 
matter of fact, I do not know where as much knowledge 
can be gathered in a brief and condensed form anywhere 
else in hardware literature. 

It seems to me that retail merchants, wholesalers and 
manufacturers should insist upon having the brightest 
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men in their service study these two hardware text books. 
It should be a part of their daily work and a part of 
their hardware education. In the light of this conviction 
on my part I do not feel it is necessary for me to apolo- 
gize for calling your attention again to these two pam- 
phlets. 

I know these pamphlets have been written about before 
in the hardware press. I know they have been widely 
distributed but, on the other hand, I am sure there are 
many manufacturers, wholesalers, retailers and very 
valuable employees who have not yet had an opportunity 
or grasped the opportunity, to study these two booklets. 

I am sure that many hardware men will be reminded 
of these pamphlets by this article. I am sure that they 
will secure these pamphlets and read them and that when 
they do they will feel grateful for this reminder. This 
time I am not attempting to amuse or to be entertaining, 
but to render a real service. 


A Complete Course in Show Card 
Writing 
(Continued from page 31) 


All capital letters are rarely used on show cards 
today, the lower-case letters being easier to read and 
also to execute. The lower-case letters are shown on 
the third line of the alphabet plate. The reader will 
notice how simple their construction is. These letters 
should be about three-quarters the height of the capital 
letters and should extend the same distance above and 
below th body guide line. | 

Advertising cuts and pictures that have a direct bear- 
ing on the merchandise featured on the card will add 
greatly to the appearance and value of a show card. The 
advertising pages of HArpwareE AGE offer endless sug- 
gestions and ideas and cuts suitable for this purpose. A 
small pair of scissors and a little library paste is all that 
is necessary to make the picture appear as if it were 
printed or painted on the card. 

A little light gray shading and border will also add to 
the appearance of the card. When shading, be careful 
not to go too near to the edge of the letters. Just follow 
the contour of each letter on the left side. A very little 
touch of black added to white show-card ink will pro- 
duce a light gray color. 

The beginner at show-card writing is fortunate in that 
he will require but few tools to start with; an entire out- 
fit of brushes, pens and ink should cost around five 
dollars. 

The writer suggests the following: 

Three genuine red sable brushes (specify for show- 
card writing), Nos. 10, 12 and 14; one set of Speed 
Ball lettering pens; four two-ounce jars of show-card 
water-color ink—white, black, red, blue; one small piece 
of art gum for erasing pencil lines; one yardstick, or 
foot rule. 

These supplies may be purchased from the following 
firms : 

Joseph Mayer & Co., 25 East Fourteenth Street, New 
York City. 

Nathan Glantz, 289 Bowery, New York. 

Bert L. Daly, Dayton, Ohio. 
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Essential Buying and 
Warren Fixtures 


Two dangers of hand to mouth buying—essential buy- 





ing—are, poor showing 
from small stock and the 
possibility of shortages. 
For when stock runs out, 
your customers walk out, 
and if a poor showing is 
made, many of your cus- 
tomers go elsewhere. 


WARREN FIXTURES, DISPLAY 
TABLES and SHOW CASES 


With merchandise displayed in Warren Fixtures and 
Show Cases, or featured on Warren Glass Top Display 
Tables, your store appears to carry a stock many 


times the amount of 
actual inventory. 
Warren Fixtures indi- 
cate what items sell 
often, guard you against 
running out of fast 
sellers and over-buying; 
they help maintain a 
nicely balanced stock 





that is always enough, never too much. Thus, Warren 
Equipment pays for itself as you use it. 

Warren Display Tables, with Glass and Finished Wood 
Compartments, boost sales by reminding customers 
to purchase more and wait upon themselves. This 
idea of Display Table re is paying big 


dividends everywhere. 


If planning store changes, send for. the War- 


ren Catalog of Store Fixtures. 


mail the coupon. 
“Sell from Display 


eck and 


Tables’’—a folder show- 


ing the possibilities in this method of dis- 


playing and selling merchandise. 


mail the coupon, 


Check and 


“SHOW CASES’’—Catalog of Warren Show 


Cases, sent upon request. 


the coupon, 


Check and mail 


J. D. WARREN MFG. COMPANY 


208 W. Washington St. 


Chicago, Illinois 
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J. D. Warren Mfg. Co., Chicago, IIl. 
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Please send me: [] The Warren Fixture Catalog. . 
Attract More Sales.” r 
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Sie fs VACUUM 
RS FREEZER 
i j Self-Freezing 
A vacuum freezer absolutely needs wood 
insulation for ot results. With its care- 


fully made, durable, tight, leak-proof wooden 
tub, EVERYBODY'S ACUUM FREEZER 
produces superior fine-grained ice cream with 
less work, ice, trouble or fuss than any other 
freezer. A real profit-builder. 


BUY FROM YOUR JOBBER 


NEW YOR KK, N.Y. 


BROADWAY, 


1140 











» Sloyd Knife’ ~~ oF 
MURPHY’S 325557972 KNIVES 


Using only the best crucible steel and expert crafts- 
manship has maintained the leadership of Murphy 
quality for over seventy-six years. 


ROBERT MURPHY’S SONS CO. 
Established 1850 
Oyster Knives Kitchen Knives 
Rubber Knives Pruning Knives 
Pattern Makers Knives and Handles 


MASSACHUSETTS 


Shoe Knives 
Sloyd Knives 
Paper-Hangers Knives 


AYER Send for Catalogue 








Russell Jennings 
Auger Bits 


Patented by 







No. 101-B Mr. R il J . ss 
Electricians in 1855 
Auger Bit 


Quick Boring Thread 
Single Lip and Spur 


Russell Jennings Mfg. Co. 
Chester, Conn. 








HOLD-TITE 


In a new 4 dozen package to 
retail at 10c. Greater turn- 
over. Larger profits. <A 
package that sells on sight and 
competes with the chain store. 
Write us for prices. 








Apex Stamping Company 
Deptt ZW Riverdale. Ill. 
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$25,000 in Radio Business from a 
Tenth of Floor Space 


(Continued from page 25) 


offer one year’s free service providing the customer does 
not attempt to adjust or change the set himself. On all 
sales we urge the customer to notify us of any dissatis- 
faction, instead of trying to make adjustments without 
the proper knowledge necessary. We are specialists in 
the line handled. 

“We find that the good-will of satisfied customers gives 
us the best kind of free advertising and increases our 
sales. We keep a radio set operating frequently to at- 
tract attention. Frequent window display, a large sign 
on the roof of our truck announces that we are author- 
ized dealer and service station for the line carried. Our 
store is out of the business section of town. We are lo- 
cated in a residential district and depend largely on a 
neighborhood trade.” 

Southwick sells radio as entertainment. In addition to 
the sets, the stock includes a variety of loud speakers, 
batteries, tubes, chargers, battery eliminators, phones, 
aerial equipment, ground clamps, wire assemblies and a 
few parts for those who continue to experiment with ra- 
dio. The bulk of the radio business, however, is in com- 
plete radio receiving outfits. Some sales are handled on 
the time payment basis with a substantial down payment 
and the balance in regular equal weekly payments. 


Auto Accessories Help Sell 
Regular Lines 


(Continued from page 34) 


shape. No man wants to spend his vacation by the side 
of the road. 

Chain for towing, tanks for extra gas, oil and water 
should be found in every tourist’s equipment. For those 
taking trips, no matter how long, vacuum bottles are a 
great help. Jugs to preserve food, ice cream, stews, 
etc., help the picnic lunch. Tourists, now that the roads 
are becoming more and more inviting, are finding port- 
able refrigerators, flashlights, camp axes and stoves, fire 
extinguishers and lunch kits almost essential. 

On the shelves of almost every store are found staple 
products which have new uses. There is chamois to dry 
the car after washing, brushes to clean the wheels, dust- 
ers for the upholstery and many furniture and metal 
polishes which are adaptable for using on the body of 
the automobile. Large profits are being made by ac- 
cessory departments and those dealers who do not make 
a specialty of auto accessories will find that these old 
staple products will bring new profits if presented to the 
buying public, with the idea of a new one. 

It is not hard to get a generous portion of this profit- 
able business. Each dealer has a local condition which 
governs the sale of accessories as well as general hard- 
ware. He must study the buying needs of his locality 
and make his plans accordingly. 

One of the biggest bids for the trade is the window 
display. When a customer enters the store the sale is 
half made. 

An attractive accessory window display recently fea- 
tured by Hammacher, Schlemmer & Co., well-known 
New York City hardware dealers, is shown here. H. 
Blumer, who purchases auto accessories for this firm, 
suggested a plan for the dealer who desires to start an 
accessory department. He advises the dealer to place 
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an open display table in the store, and on it tire pumps, 
two or more sizes of jacks, spark plugs, assorted bulbs 
and various types of wrenches. By starting this “acces- 
sory table” the dealer will be making a bid for a very 
important section of this business. Watch those who 
come in the store. They will handle the wrenches, ex- 
amine the spark plugs, try the jack. Seeing and handling 
these few staples helps to create sales. 

A list of auto owners can be secured from the license 
bureau of the State. Circularize this list, select the names 
of owners in the locality and send them regular an- 
nouncements. This is a very definite method of reaching 
prospective customers. It is best to prepare a regular 

‘ schedule—one a week, twice a month—and stick to it. 
Spasmodic advertising never brings lasting success. 

Before placing newspaper advertising, a consultation 
with the advertising department of the newspaper will 
prove of value. Many hints and suggestions can be 
gained from those who are experts in this work. 

Personal visits to garages, service stations and fleet 
owners will prove beneficial. The two former come in 
daily contact with many hundreds of auto owners. Be- 
sides being prospective customers, their recommendation 
to their customers will be another link in the chain of 
preparation that leads to productive sales. Window dis- 
plays, counter displays, direct-by-mail and newspaper 
advertising and personal recommendation all make a 
consistent, forceful and sales compelling campaign. 





Movable Shelves Show Merchandise Easily 


Simple home-made fixtures that solve the problem of 
storing and displaying large stocks of smaller merchan- 
dise in a limited space are used by the Maxwell Hard- 
ware Co., Oakland, Cal., in its housewares depart- 
ment. Around the sides of the walls in this section have 
been built groups of shelves, graduated in width from 
5 to 10 shelves in a group, the depth varying with the 
type of merchandise shown. The unusual thing about 
these shelves is that they are movable, each sliding back 
and forth very easily on steel rollers, taken from roller 
skates. Four are attached to both sides of each shelf 
frame below the movable parts. This permits the shelf 
being pulled out from the wall far enough to permit 
the customer’s inspecting each piece. Shelves showing 
smaller wares are divided with partitions of suitable 
width so that they can be easily classified. 
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GIANTGRIP BIT BRACE 
Matches the Very Best in Quality 


Here is a tool you can compare 
with the very best there is, no 
matter what the price. Regard- 
less of how much more you pay 
you can’t get a bit brace that will 
give you more satisfactory or 













longer service. Fully 
guaranteed. 10” sweep. 


List Price, $4.50 
Write for cateleg and dtecount. jbits tight; 
Choice territories open 
















Special Features: 
Cc led dust proof 
ratchet operated with 

ehuck holds 

impos- 

sible for bit to stick 
ia wood 





for live distributors 


Unirep Harpware & Toor Corp. 
74 Reade St. NEW YORK 





U. & Pat. Pend 














Two NECESSITIES In Every Garage 


Garage Door Bolt 
Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 








Garage 


hand or foot. 
For prices and 
write today to 





Holder No. 52 





Prevents accidents, broken headlights 
and bent up fenders. 


Phenix Mfg. Co 
032 Center Street Milwaukee, Wis. 





Operates by 
further information 


= 

















The Hang 
Of It! 


—whether a 
Map, Picture, 
Drapery or 
WhatNot, = de- 
pends upon the 
Pushpin or Pic- 


GRAFFCO Pushpin 
With crystal glass 
head and steel point. 
2 sizes. 


52C Washburn Ave. 


They are liberal profit makers. 
new, complete catalog. 


GRAFF-UNDERWOOD CO. 


GRAFFCO Picture 
Hangers 
Made of heavy steel 
— lacquered brass 
finish. 3 sizes. 


Write for 











ture Han ger Cambridge, Mass. 
used. Try Graff- , 
cos. 











Se) 


Another New DIAMOND 


With Jaws Like a 
Cold Chisel 






DIAMOND WRENCHES 
Are Drop Forged Tool Steel 
They are scientifically hardened and drawn in oil. 
a cold chisel. 


Write for catalog. 


DIAMOND CALK HORSESHOE COMPANY, 4622 Grand Ave., Duluth, Minn. 





Have jaws like 
Made especially for heavy constant garage and shop use. 
Diamond Adjustable Wrenches are the most complete line made. 
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Hot off the Nail Me 


Little yarns that others have laughed 
Asa 


HARDWARE AGE 


over culled from various sources. 


contemporary puts it: “Some of them  \. 
have been copied, the rest will be.” 
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Father: “I do not approve of your ac- 
quaintance with that telephone girl.” 

“Why not, she’s connected with the best 
families.” 





“T never knew Jones had twins.” 

“My dear! He married a_ telephone 
girl and, of course, she gave him the 
wrong number.” 





“Seems to me that old Mother Nature 
has provided for every contingency.” 

“What prompts that moral reflection?” 

“Look at the way she has placed our 
ears, yet a million years ago she didn't 
know that we were going to hook glasses 
over them.” 





“Wheah you-all bin?” 

“Lookin’ for work.” 

“Man! man! Yoah cu’osity’s gonna git 
you into trouble yit.” 





Mike says: “A pessimist is a man who 
buries the hatchet of enmity but carefully 
oils it to keep it from getting rusty, and 
also keeps a spade to dig it up.” 





A young country girl was evidently tak- 
ing her first ride on the train. The con- 
ductor came through the car _ yelling, 
“Tickets, please,” and after some embar- 
rassment she handed him her ticket. 

Soon after a train boy came into the 
car crying, “Chewing Gum”. The country 
girl turned to her companion and_ said, 
“Goodness, do I have to give that up, 


>” 


too 





Prospective purchaser (examining vol- 
ume of maxims in bookstore): “I don’t 
see the old favorite here about locking 
the barn after the horse has been stolen.” 

Clerk: “No, this is a new and revised 
edition.” “But there’s its successor about 
analyzing the home brew after the funeral 
has been held.” 





Aunt Mandy kept her house spotless, 
consequently poor Sambo was constantly 
being nagged about his untidy habits. 

One day Sambo came home to find that 
Mandy had presented him with twins. He 
viewed this as something of a calamity 
and said rather mournfully: “Mandy, I’se 


done cautioned you time an’ again to let 
dat ole Gold Dust stuff alone—now, Ah 
reckons, you'll listen to me some heah- 
aftah’. 


Mrs. Blake: “Husbands 
creatures.” 

Her Friend: “Aren’t they? John has to 
ask his garageman a hundred questions 
before he puts a drop of oil into the car, 
but he never asks his bootlegger a single 


auestion for fear of hurting his feelings.” 


are strange 





Mr. Billerton, the butcher, was a jovial 
soul. As he was cutting up an order of 
lamb chops for a lady customer she asked 
curiously: “Mr. Billerton, what led you to 
choose your present occupation?” 

“Well, really, I don’t know, ma’em,” ex- 
plained Mr. Billerton. “Maybe it was be- 
cause I have always been fond of ani- 
mals.” 


“T heard you refused a job of president 
of the company.” 

“Yeh, there was no chance of advance- 
ment.” 





“Why did you send your son into the 
air service?” ‘ 
“Because he’s no earthly good!” 





Birch: “I kissed her when she wasn’t 
looking.” 

Bark: “What did she do?” 

Birch: “She wouldn’t look at me for 


the rest of the evening.” 





A pacifist gentleman stopped to try to 
settle a juvenile row. 

“My boy,” he said to one of the combat- 
ants, “do you know what the Good Book 
says about fighting?” 

“Aw!” snorted the youth, “fightin’ ain’t 
one of them things you kin get out of a 
book, mister.” 

WHITE LEGHORNS—Roosters and 
pullets ; all laying —Ad in a Warren (Pa.) 
paper. 





Willie had been naughty and was being 
sent to bed by his mother without his sup- 
per. He was naturally aggrieved at the 


feminine sex and tumbled between the 
sheets without a word. 
“Willie,” she said, “say your prayers.” 
“T won't.” 
“Don’t you want to go to heaven?” 
“Nah. I’m going with papa.” 





Mrs. Cat: “I’m dying to know what 
Mrs De Puyster did before she married a 
millionaire. She is very secretive about 
her past.” 

Kitty: “Oh, I know; she told me the 
other day.” 

Mrs. Cat: “Told you!” 

Kitty: “Yes, I asked her where she 
lived and she said: ‘Oneni-yun thr-r-ree 
Harrison Drive.” 





Guide (to tour party of the Ford 
plant): “Do you know what would hap- 
pen if that man on the right side ever 
missed a day at work?” 

Interested Onlooker: “No, what would 
happen?” 

Guide: “Twenty-two hundred and six- 
ty-one Fords would go out of the factory 
without springs.” 

Interested Onlooker: “Say, mister, that 
fella’s been sick a lot, ain’t he?” 





[ got a dog: I got a cat; 

I got a five room, furnished flat. 

The place is fine; the place is mine; 

I signed right on the dotted line. 

I got the ring and everything, 

Yet I am sad and cannot sing; 

The season seems, oh, so absurd— 

I got the cage but not the bird. 
—Maratta. 





Fresh: “What a fine statue that is! It’s 
alabaster, isn’t it?” 


Soph: “No, that’s Aphrodite.” 





“Yea,” said the flapper tourist after she 
had been ushered through room after room 
of the magnificent palace of Versailles. 
“It’s pretty nifty, all right: What picture 
they got showing here this week?”—Life. 





“Tommy, how many wars was Spain 
engaged in during the seventeenth cen- 
tury ?” 

“Seven, sir.” 
“Seven? Enumerate them.” 
“One, two, three, four, five, six, seven.” 
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The 
Stencilor 





For Making Signs and Show Cards 








It Pays to Use SIGNS 


Nothing draws attention to goods so effectively as 
attractively lettered Signs, Show Cards, Streamers, 
Price Tickets, ete. 


Why hire others to make them when you can do the 
work yourself and save the cost? The STENCILOR 
requires no experience. Results more than justify its 
low cost. Write for Illustrated Folder and Samples 
of Cards made with this device. 


DISPLAY MATERIAL COMPANY 

774 Grand Ave., ST. PAUL, MINNESOTA 

Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. Y. 


Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, Ont. 

















AN 


Quick Service 


Quick service in securing ATLAS 
Tacks and Small Nails may hold 
‘the customer. 


Immediate shipments right from 
stock—from- either Fairhaven, 
Mass., St. Louis, Mo. 


The largest and oldest manufactur- 
ers of Tacks, and Small Nails, in 
the world, assures dealers of prompt 
service as well as known quality. 


Send for complete catalog. 


——lA\ 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 


The largest and oldest manufacturers of Tacks 
and Small Nails in the world. 


Established in 1810. 














LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your order for 
Fall planting for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 


Lawn Grass. 


1927 CROP 


Before buying for delivery after 1927 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and _ fair 
prices, we would not have 
existed so long. 


Business Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 

















€ = Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City 





Georgetown, Conn. Chicago Kamsas City 








American Steel & Wire 


land, Worcester, 
Louis 


Baltimore, Kansas City, Minneapolis, St. Paul. WAUK 
Oklahoma Carp Dieesehem, Aaisesa Diemaieie. UKE 


Dallas, Denver-Salt Lake City, U. 5 Steel Prod, aera 
ucts Co., San Francisco, Los Angeles, Portland, ae & + af | 


Seattle. 
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Unparalleled 


Dominance 


Barbed wire was originated by the American Steel 
& Wire Company. Common-sense tells you that 
the company originating barbed wire would also 
be the first to develop qualities uniformly to be 
relied upon: high tensile strength; regularity of 
twist; firmness and sharpness of barbs, 


AMER PERFECT 
TRADE 


Baker Perfect Two-Point Barbed Wire 
The only genuine, original Baker Perfect Brand. 
Its outstanding popularity of thirty years has held 
its leadership in sales, Sell your customers the 
true, authentic Baker Perfect brand and show 
them the registered trademark on the spool. 


Waukegan Two-Point and Waukegan 
Four-Point Barbed Wire 

Universally recognized for its incomparable high quality. Put 
up on red spools under the registered trademark, “Waukegan 
Chief” Indian head stamped on every 
spool, Our other celebrated brands are 
Elwood-Glidden, Elwood Jr., American 
Special, American Glidden and Lyman 
“4-point.” Each in its own field stands 
for quality and excellence. 
Write for Catalog and Prices 


The distinctive selling features of our 
barbed wire make it sell more readily, and 
draw extra business in repeat sales. 


























Company 

: Chicago, New York, Boston, Cleve- 
Philadelphia, Pittsburgh, St. 
Buffalo, Detroit, Cincinnati, Wilkes Barre, “ 



























For Saved Time and Labor 


That is the impression the housewife 
has gained both from national advertising 
and the good things her neighbors have 
to say about Everedy products. 

To the dealer who has had experience 
in selling Everedy products the name 
stands for quick turnover and profits 
that accrue rapidly and in sizable volume. 

The three Everedy specialties shown 
and briefly described below, by being 
properly displayed, will win for them- 
selves a place among the most profitable 
merchandise you carry. 


Write for catalog. 


THE EVEREDY COMPANY 
Frederick Md. 


EVEREDY 


Bottle Capper 


Caps any size bottle—quick- 
ly, easily, securely. All steel 
construction, with non-stretch 
post. Heavily nickeled. 4 
models. Prices $1.50, $1.40, 
$1.35 and $1.25. 


EVEREDY 


Strainer Set 


Strains and filters jellies 

and beverages. Fits any 

size kettle or crock. Con- 

sists of Stand, Strainer 

Bag and Filter Bag. Com- | 

plete in display carton, 
$1.25. 


EVEREDY 


Syphon Filter 


Filters and syphons at same 
time and does a better job. 
Consists of metallic float, fil- 
tering cloth disc, stretcher 
ring and hose clamp— 
not included. In_ display 
Ze carton, price $1.00. 
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Wood Screws 


The Eagle Line of Wood Screws is as Extensive as 
Their Famous Line of Padlocks 


parm A Screw for Every <mmanl 
Use 
Se Iron, Brass and Bronze sual} 
Wood Screws 


ed Flat, Round and Oval eee 


: Heads 
Accurately Cut Threads tt 


Uniform Heads 
Clean Slots 


The Eagle Quality Line 
Night Latches Front Door Sets 


Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 
Wood Screws 


Eagle Lock Co. 


© General Sales Office ® 


26 Warren St., New York 
REG.ANU. & PAT. OFF. AEG .ANU. &. PAT. OFF. 


— 9 pg Commerce St., Philadelphia, Pa. 
79 N. Franklin St., Chicago, III. 
ry Bedford Street, Boston, ass. 
Works at Terryville, Connecticut 
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oo Parliament 
Butts exemplify the same 
care and skill that charac- 
terize the production of 
all Griffin Hinges 7 ~ 


RIFFIN 


vanch Offices__, 
45 WARREN ST...... NEW YORK 
555 W. RANDOLPH ST..CHICAGO 
124 PEARL STREET....BOSTON 
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llith No. 2 


A—Heavy, high carbon steel round tube 
track with’a slot in the back for holding 
the extra number of nonbreakable 
brackets. 

B—One piece, certified malleable hanger 
ribbed and trussed for double strength; 
has no rivets or bolts to break or work 
loose. 

C—Upper roller bearing wheel with 
grooved and machine turned tread and 
hardened steel axle, can’t jump the 
track. 

D—The extra guide wheel, working 
directly beneath the upper wheel, makes 
it impossible to bind, stick or throw the 
door out of line. 

E—We designed Reliable Round Track 
Straight Sliding Door Hangers No. 2 
twenty years ago—and we’re proud of 
them. They satisfy exacting architects; 
they save erection time for contractors 
and builders; they make the owner for- 
get his door even slides on hangers— 
and they make money for you. 

Read page 43, Catalog No. 95, or write 
for dealer facts today. 


ALLITH-PROUTY COMPANY, Danville, Illinois 
Manufacturers of : 


Rolling Ladders 
Spring Hinges 


Allith-Prouty 


Overhead Carriers 
Door Hangers 


Garage Door Hardware 
Fire Door Hardware 
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wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sherardized or hot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 
and specialties. 


Millions of product 
—one standard for 
accuracy ana quality. 


REED & PRINCE MFG.CO. 


/ WORCESTER, MASS..U.S.A. 
WESTERN BRANCH arCHICAGO-121 NORTH JEFFERSON ST. 
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Monarch Building 
Hardware Proposition 


and get your share of Building Hardware profits. Here is 
a proposition that takes the guess work out of bidding on 
a job. Your profit is assured because your price is assured. 
Your future is assured because quality is sure. 


Monarch offers the wide awake building hardware mer- 
chant a line made and guaranteed by a firm with more 
than 20 years experience building casement hardware. 
These are products of such unique simplicity in design 
that they can be offered to contractors with the full realiza- 
tion that labor cost will be lowered because more units 
per hour can be installed. 


MONARCH Control Lock 


for outswinging casement windows can be used on top or under the 
stool. Positive direct action in opening, closing or locking window in 
any position desired. Noiseless—No gears, keys or ratchets. Solid brass 
or steel heavily plated. 


— = 
MONARCH Automatic Stay , 


for in or outswinging casement win- 
dows, transoms, or pivotal windows 
where locking feature is not needed. 
Not necessary to take apart to make 
adjustments or install. Friction in- 
creased or decreased by slight turn of 
outer tube. Furnished in any finish 
desired. 














MONARCH CASEMENT CHECK 


tid B 


| | Hl) for doors, casement windows, tran- 
soms or any hinged opening. Friction 
adjusts by turning screw in pivot 
plate. Friction is lasting. Made in 
we... steel and solid brass. 


Monarch Casement Hardware comes to you fully assembled, packed in 
individual containers ready for installation. Made of the finest materials 
together with quality of manufacture and workmanship, they carry a 
guarantee that removes the question of service from your mind. Find 
out NOW what this proposition means to you—A request will bring 
you full details. 


MONARCH METAL PRODUCTS CO. 
4962 Penrose St. St. Louis, Mo. 





\ Makers of the famous Monarch Interlocking Weatherstrip y, 





HARDWARE AGE 























STRON as steel 





Welcome as measles 


in an army camp 
**120*%* Crack — Slam — Bang! 
“Another band truck repair bill—they’re always 
busted up! 
The Bad News about hand truck repairs comes 
around too often in most plants. 
You can settle the truck repair problem for your 
customers by supplying them with Anchor Trucks 
—built to stand the gaff of hard usage 365 days 
in the year. 
Made of steel throughout. No wood to splinter 
or break. Only a few parts—practically nothing 
to get out of order. 


Made in a wide variety of types and sizes. Ask 
your jobber for complete information or write to 
us for Catalog 101. 


ANCHOR POST FENCE _* 
9 East 38th St., New York, N. 


Branch Offices in Principal "idl 


NCHOR 


CA h Steel 














onan LIGHT as wood. 
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Swedish 
Pansar 
Files 


PANSAR 
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Flexible wa N Circular 
Blades | Cut 
Tanged 

Half-Round 

Bastard 

Smooth Guaranteed 


We carry a full line of files, chisels and pliers 
Write for catalogue. 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 


Minneapolis, Minn. 304 Railway Exchange Bldg., Montreal, Can. 
Seattle, Wash. 








Wood 
Screws 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 
Representatives: 

Milton Pray Co., San Fr isco, Los Angeles, Seattle 


G. M. Baird & Co., Memphis, Tenn. 








Rivets 
Roofing Nails 
Scratch Brush Wire 











George E. Quigley, Detroit 








COMPLETE STORE 
EQUIPMENT 


. A. Schell, Somerset, Pa., are increasing their sales 
by using Heller Equipment. 


Take the Bremen out of the mail order catalog and they won't 
do any ness. Your display of the original article is more 
appealing ro will sell more than any picture that may be made. 


Heller Company manufactures hardware store equipment con- 
sisting of tool display cabinets, pivot, turnabout and common swing 
display door cabinets, nail counters, cutlery show cases, seed cabi- 


nets (both bulk and packet), display tables, garden | tool brackets 
and also 1 cabinets to fit your needs. It won't cost a cent 
to obtain 1 information on Heller’ s Hardware Store Equipment. 
Just Mail COUPON TODAY. 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, O. 
20 Vesey St., New York City. 
Please tell us how Heller equipment will increase our sales. 


Our store is ......-.++. feet wide, .......++.. feet long. 











Sell the Best 
ate HARDWARE 


For Hard-wear 


For morethan 50 years 
mere So a ee sg yen 
tained their leadership and proven 
their superiority over all others. 














Manufacturers 











BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish your stock with Bommer. 


They are in universal demand—are 
quickest to sell—easiest to apply and 
the most satisfactory spring hinges 


Your Jobber handles them. 


Send for New Catalog 50. It is a 
big help in ordering. 


Bommer Spring Hinge Company 


They have kept pace with the 
times, because they have been 
kept up with the times whenever 
improvement was possible, 














BROOKLYN, N. Y. 




















July 21, 1927 HARDWARE AGE 81 





< DIXON'S 
| SILICA~ Pp AT NT 


44° %@Zy i vy = 
= > Se |e GRAPHITE 
_—_——SS provides your customers with better paint protection for exposed 
surfaces at lowest cost per year of service. 
















The Dixon Line of Graphite Paints fully meets their require- 
ments as to long life and economy. 


The pigment, flake silica graphite, provides a tough, yet elastic, 
film that expands and contracts with heat and cold without crack- 
ing or peeling. The graphite and silica are naturally and not 
artificially combined, resulting in long life, efficient surface pro- 
tection, elasticity and resistance to dampness. 


Write for trade prices and Booklet 40-B 


JOSEPH DIXON CRUCIBLE COMPANY 
Jersey City rere New Jersey 
1827 One Hundredth Anniversary 1927 



















GRANITE STATE 
LAWN MOWERS 
They Build Permanent Trade 


The dealer who sells Granite State Lawn Mowers 
doesn’t worry about their performance. Once sold 
these keen cutting mowers stay sold. Their fine 
materials, thorough construction and perfect ad- 
justment insure long years of unfailing service to 
every customer. Users gladly recommend them, 
which accounts for their increasing sale each 
season. 
Send for latest catalog and discounts. 


GRANITE STATE MOWING MACHINE Co. 


BANK HINSDALE, N. H., U. S. A. 
15 Styles, Plain Bearing 
VAULT or Ball Bearing 
Fhe . 7 
JIMMY we fia 
KEIL roe LOCK 


It is guaranteed bur- 
glar-proof — it makes 
security doubly sure— 
it sells without effort. 


Francis Keil & Son, Inc. 
401-425 FE. 163rd St. 
New York 


1876 
A Half Century of Progress 
1926 
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Mathias & Sons 





Established 1857 







Pliers Belts 
Tackles Climbers 
Tool Bags 
Wire Grips 
Safety Straps 
Lag Wrenches 
Tree Trimmers 
Sleeve Twisters nun Zz Since 1857 








Best Known— Most Used 
Hose Clamp in the Industry! 


Universal Hose Clamps have 
achieved this distinction 
through their out-and-out 
good quality and the 
table and square sales policy 
under which they are dis- 
tributed. 


Your guarantee is the name 
“Universal” stamped on 
each clamp and printed on 
each carton. Look for this 
naine when you buy and be 
sure you get what ‘you ask 
for. 

Their size adaptability, ease 
of installation, leak preven- 
tive feature and rust - proot 
construction make them al) 
that a gond clamp should be. 
Universal clamps are manu 
factured from cold _ rolled 
steel wire—not strap. Their 


WY 
Oliver 


Quality and 
Service 


Cw 


edges are smooth. Every 
clamp is  ‘‘Electro-Galva- 
nized.’ 


Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 
Hardware—Pole Line Ma- 
terial—Track Bolts—Track 


One size—-1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clamp 
adapted to %4 to 1% in. ad- 





justability. 
Tools—Car Forgings. . a aE 
niversa 
GALVANIZED or PLAIN aera Industrial Corp. 
Mfareh 3, 1921 Hackensack, N. J. 


Gw9 


OLIVER IRON AND STEEL CORP. | UNIVERSAL ceo 
N Pittsburgh, Pa. 


VM Adjustable to Lit arey Lrose of atiy Stze 





Good Window Displays 


Do you realize that no one factor And many dealers who require 
will draw people to your store like their own copy of Hardware Age 
attractive window displays of sea- find it highly profitable to subscribe 


sonable merchandise? to extra copies for their sales 
Hardware Age is continually re- force. 

producing such window displays— The cost, $3.00 per year, is re- 

its representatives are always on turned over and over in better win- 

the lookout for new ideas. dows and increased trade. 


Hardware Age, 239 West 39th Street, New York City 
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PERFECTION at last 


in HOSE NOZZLES 


GUARANTEED 
made of heavy wrought brass 
throughout, rugged, durable, this 
New Sherman Diamond Nozzle 
is free from sand holes or flaws 
and bears our unqualified ten 


antee for good wor 
and material. 
H. B. Sherman Mfg. Co. 
~~ _ 


a DIAMOND 


It will throw more water far- 
ther. Each nozzle tested 
under water pressure. Even 
spray. Straight stream and 
tight shut-off. 

Your Jobber can f Pa Sher 
man “Diamond” in display 
cartons, for counter. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 























«tys 


resid 


KEYSTONE 


Copper Steel 


Sheets 


AND ROOFING TIN PLATES 


Highest quality products, which offer maxi- 
mum endurance and resistance to rust. We 
manufacture acomplete line of Steel Sheets 
and Tin Plates adapted to every purpose. 


Rust-Resistin 






Black Sheets and Special Sheets 
Apollo Best Bloom Galvanized Sheets 
Apollo-Keystone Galvanized Sheets 


Formed Roofing and Siding Products 
Tin and Terne Plates, Black Plate, Etc. 


American Sheet and Tin Plate Company 





General Offices: Frick Building, Pittsburgh, Pa. 





Galvanized Culvert, Flume and Tank Stock 





oo SAEs OFFICES 
Cincinnati Detroit at af Orleans 
Pinisdelphia "Pittebursh St. Loui 





Chicago 


Portland Se 


Pacific Coast Bepeosontatives: UNITED STATES STEEL Propucrs Co., San —_— 


ngeles 


Export Representatives: UNITED STATES STEEL PRODUCTS Company, New York City 








New York 


Does the word PROGRESS— 


mean more 
business— 
more profits— 








to you? 






The new improved Okeh Tape spells progress 


with its welded leatherite covered steel case; 
friction brake controlled drum and famous end 
fastener of proven value. 


This article has a buying appeal a tape user 
can seldom resist, and opens a new field for sales 
where a tape was formerly a nuisance. 


Send for prices and particulars of sales plan. 


KEUFFEL & ESSER CO. 


WEW YORK, 127 Fulton Street General Office and Factories, HOBOKEN, N. & 


CHICAGO ST. LouvIS SAN FRANCISCO MONTREAL 
86-20 8. Dearborn St. 817 Locust St. 30-34 Second St. 6 Notre Dame St UG. 
Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes 














Sash Pulleys that 


Outlive the Buildings 


Thousands of the first Grand 
Rapids All Steel Sash Pulleys 
made are still giving dependable 
service after thirty years’ use. 


~ 




































Their longevity, exceptional 
strength, smoothness of opera- 
tion, and economy make them 


first choice of an overwhelming 
majority of all users. 

The line is complete —fills every 
requirement in Ball Bearing, 
Axle Bearing or Cone Bearing 
Types—the large lubricated Cone 
Bearing pulleys, self aligning and 
noiseless, are exclusive with the 
Grand Rapids Line. 


Grand Rapids, 

Hardware Co. 

558 Eleventh St. 

Grand Rapids 
ich. 


GRAND RAPIDS 


ALL-STEEL 
SASH PULLEYS 


Mail Coupon 
For Free Sample, ss** 
Co- 


’ 
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CONSTRUCTION 


the new SNELL Construction Bit 


Sif -stronger - tougher 


Write today for illus- 
trated folder and 
price list on this fast 
selling item. 


Snell Manufacturing Company, Fiskdale, Mass. 


Sales Representatives: 
John H. Graham & Co., 113 Chambers St., New York City 


Osborne High Grade Punches 


Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
seather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog 
Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 106 W. Lake St. 
San Francisco: 717 Market St. 


This Handsome Metal Display Cabinet 
Free with Every Premax Order 


There’s no time like the 
present to cash in on 
house numbers. Write us 
for full details on this 
modern sales method and 
its complete assortment 
of Premax House Num- 
bers, including the popu- 
lar Hy-Caste and De- 
Luxe Models. 


PREMAX PRODUCTS 
NIAGARA METAL STAMPING 
CORP. 


Dept. HA-6 Renee, see of 
Niagara Falls, New York aa. sigpisesiid 





"The Premas Houseful 
creates sales and 











MILBRADT 
LADDERS 


Will pay for themselves in a 
short e by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the Sppenrance of 
your store up to date. 

Mg for catalogue sho 

a large number of vot styles 

a table for all 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 











OPPORTUNITY 


Some one once said: “Opportunity knocks 
but once at every man’s door.” 

It’s different in the Classified Opportunities 
Section of Hardware Age—here opportun- 
ity is knocking all the time. 

Your advertisement in these columns will 
secure Sales Representatives, find a Posi- 
, tion, gain Sales Accounts or Sell a Business. 


HARDWARE AGE 


Classified Opportunities Dept. 


239 West 39th St. New York 




















Wire Products 


for every need 


Nails of all kinds, Staples, 

ria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 








gy beer STEEL Cosrant 
Offices: BETHLEHEM, 


BETHLEHEM 





EMING Power Pumps comprise a 

complete line of pumping equip- 
ment designed for every requirement. 
Fig. 1062 (illustrated here) isan Auto- 
matically Oiled Deep Well Pump of 
exceptional merit. Send for Water 
System Catalog G which describes 
and illustrates all types of Deming 
Automatically Oiled Pumps and 
Water Systems. 


THE DEMING COMPANY 
Established 1880 SALEM, OHIO 


HAND AND POWER 












































72% Greater Holding 
Power Than Wire 
Nails. Won't Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
i ekare Out Floor Notls, Rice Haré 
Fleer Wi Lerge Head Out Foundry, 
Heodless Out Foundry, Bleck end Gel- 
sonteed Out Shingle, Out Clinch ond 


READ| 
CUT NAILS 


HARDWARE AGE 











Sell Them 
by the set 








Sets of 9, 11, 17 bits are fur- 
ished in pact cases for 
the convenience of the user. 


Every mechanic needs the entire set in his work, and it 











The Progressive Manufacturing Co. 


TORRINGTON, CONN., U. S. A. 








Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and "Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

a Order Houses handling hardware and housefurnish- 
gs. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. Every sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current Eighth Edition. 


Hardware Wholesalers find Verified LAist of great value im 
“checking” their retail prospect records. 
$12.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











POULTRY 
NETTING 


Your trade wants 
Poultry Netting with 
perfectly straight 
selvage in every 
bale. Easily erected 
because it is made 
straight. Free from 
bags or bulges. 


Superior Brand 
meets these require- 


ments always. 


Costs no more for 
the best. 


e 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 
U. S. A. 
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Classified Advertising Rates 





Use the “Classified Opportunities Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


to reach Hardware Manufacturers, 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 
Hardware Age, Classified Oppor- 








Allow One Line for Keyed Address 





Gr 


Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% 
Average 10 words to a line off 

Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 


Opportunity Exchange Section 1 inch ........... 
Set Solid, Minimam of 5 lincs.....$3.00 | ~ech additional 
Each additional line........... 60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line........... 80 


tunities, 239 West 39th St., New 
York City 


Harpwarkre AGe is published each Thursday 


Forms close Ten Days previous to date of 
publication 











ts 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








DO YOU WISH TO RETIRE? 


We are prepared to purchase your entire stock on a cash 
basis, no stock too large. Please preserve this Ad for 
future reference. Wire or write. 


DIXON HARDWARE Cun. 
294 Lafayette St., New York City 


ix =| 














SALESMAN DESIRES POSITION WITH ee ce aker OF 
ge TOOLS, PREFERABLY Bro tha § ols 


PENNSYLVANIA. FIFTEEN F 
HAVE EXCELLENT BUYER ACQUAINTANCE, MARRIE D, AGE 
43, CAN FURNISH SATISFACTORY REFERENCE. ADDRESS 
BOX H-607, CARE OF HARDWARE AGE, NEW YORK. 





HARDWARE MAN, 12 YEARS OF PRACTICAL ex 
connection with builders’ hardware concern. Can _ sche 
hardware from architect’s plans and call u 
Married and with A-l references. Address 
Ace, New York, 


rience, desires 
ule and order 
m builders and contractors. 
ox H-554, care of HarpwarE 





FOR SALE, Old Established Hardware Business, with (Modern Fixtures. 
Located on the Main Business Street in one of the fastest growing towns 
in Southern West Virginia. Can either lease or buy New four-story 
Brick Building. If interested in a live Proposition, address Box H-612, 
care of HARDWARE Ace, New York. 





Established 25 years in the best county seat 
Four railroads, three truck lines all macadam 
Bargain sold at once other 


FOR SALE Hardware. 
of Ohio. 10,000 population. 
roads. Five bus lines on 3 county highway. 





business. Invoice $20,000. Address Box H-613, care of Harpware AcE, 
New York. 

South Dakota Hardware for sale. Must sell on account of health. 
Must change. Stock amounts to $5,500.00 or better. Buildings not 


included with stock. Good crops and a fine territory. We mean business 
and will sell. Address Box H-617, care of Harpware Ace, New York. 





FOR SALE—A half interest in a large hardware, steamfitting and 
pees business owing to the death of my partner. Business established 
= forty yours. omen F. NOWLEN, care Gould & Nowlen, Bath, 
Steuben a 





HELP WANTED 








Wanted — Experienced Hardware Men 


Men of proven ability—Salesmen, Managers, Quotation Men, Esti- 
mators, Stock Clerks, Order Clerks, Shipping Clerks, Packers, 
General workers and all office help. 


ABBYE EMPLOYMENT AGENCY, Ine. 


Remington Building 
113 West 42d Street 
M. Herbert Godschalk, 


Bryant 7374-5-6 


Director—Hardware Division 











MAN—24, desires good position with future with hardware manufacturer, 
jobber, or retail establishment in or near Philadelphia. Seven years’ 
retail experience, credit collection and advertising. raduate of Univer- 
sity Merchandising department. Address Box H-615, care of HARDWARE 
AGE, New York. 





Would like position 
fears of experience. 
Make dail 
3813 W. 


in Hardware Store as manager or head clerk. 
Can relieve Owner, simplify details, train clerks. 
grind a pleasure instead of drudgery. Address “Hardware,” 
uclid Ave., Detroit, Mich. 





SALES REPRESENTATIVES WANTED 








S 


Salesmen! 
Sales Representatives! 


You can profitably carry the Ideal Food Chopper 
Bracket—attaches to every enamel top table—a 
dollar item—having a ready sale with substantial 
margin, approved by Good Housekeeping, Mod- 
ern Priscilla, etc. Complete details on request. 


HOME UTILITIES CoO. 


Irvington, New Jersey 





(~ 


oi 





POSITIONS WANTED 








HELP SPECIAT IcTs 


FOR THE prey. 4 ne 
MALE AND F LE 
DVERY APPLICANT INVESTIGATED, AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED. 

ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 

113 Pf 42nd Street Bryant 7374-5-6 
M. Herbert Godschalk—Director—Hardware Division. 


Good hardware men are hard to get because they are always employed. 
Here’s one A-1 hardware man who wants to make a change on account 
of circumstances over which he has no control. If you are in need of 
a real honest-to-goodness hardware man who knows the business and can 
produce results—wire me. I shall expect a real salary because I am a 
real hardware man. Prefer inside work as an executive. E. B. Henderson, 
Mississippi. 














403 Arnold Ave., Greenville, 











Sales representatives wanted 


For 2 Southern territories by manufacturer of locks, knobs 
and miscellaneous builders’ hardware. 
Territory No. 1—North Carolina, South Carolina, Georgia 
and Florida. 
Alabama, 


Territory No. 
Want experienced builders’ hardware men on commission 


2—Mississippi, 
Kentucky. 
basis. Address, Reading Knob Works, Reading, Pa. 


Tennessee’ and 











= 








SALESMEN wanted in all sections calling on hardware dealers to sell 
Glass Cutters and patented Wire Stripping and Cutting Pliers. Excellent 

portunity for live wires working on attractive commission basis. Address 
Box H- 368, care of Harpware Acz, N. ork. 





SALESMEN—NOW CALLING ON HARDWARE Supply Houses to 
sell Drain Pipe Solvent, Metal Polish and Furniture Polish as a side line. 
Commission basis. Address Box H- 619, care of Harpware Ace, New York. 


























July 21, 1927 


HARDWARE AGE 87 


Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





British manufacturer of reproductions of antique fire brasses, coal 
scuttles, handles, locks, casters, iron work, etc., desires agent to represent 
him in United States. Apply L. E. B., care British Consulate General, 
New York. 





Manufacturers’ representative wanted to handle line of quality galvanized 
ware for New York State. Trade already established. Commission basis 
against drawing account. Address Box H-616, care of Harpware AGE, 
New York. 





COMMISSION SALESMAN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-614, care of HarpwareE Acr, New York 


Salesmen calling on hardware trade to handle Manila and Sisal Rope 
and Twines direct from importing manufacturer’s stocks in New York. 
Satisfactory commission paid promptly on accepted orders. Only desire 
men who have standing with their trade. Write giving references, terri- 
tory covered, and how often. Address Box H-618, care of HARDWARE 
AcE, New York. 








MANUFACTURER OFFERS ATTRACTICE 
salesmen calling on Hardware Jobbers and Dealers to sell Lakewood 
Air-Tight, Moisture-Proof Weatherstrip on commission. Address Lakewood 
Rubber Products Co., 3831 St. Clair Ave., Cleveland, Ohio. 


PROPOSITION to 











Are You Looking for 
REAL Sales Representatives? 





The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 
want to get in touch with. 


It costs little to tell them your story. 











Welding Compound is best by every 
test. Makes — of any steel as 
easy as Iron. it and increase 
your sales. 


Made only by 
ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 








3rass Shears” 


A complete line of 
Grass Shears, 

> Pruning Shears and 

Tree Pruners. 
ABSOLUTELY 

ee 0 GUARANTEED 

. Send for New 


Seymour Smith “Handy G 








‘ Manufactured by Catalog. 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 
Sales Representatives: John H. Graiam & Co., 113 Chambers St., New York 











TAINTOR POSITIVE SAW SET 
“Natural Grip” No. 27 (New) 
The “Last Word” in Saw Sets. 


Yes, indeed, we still make our No. 7 
and 71% models. 


Taintor Mfg. Co., 113 Chambers St., N. Y. City 


Permanent magnet which holds 


Robertson “Horseshoe Magnet” Hammers 
e tack in position for driv- 


710i ae piss — 
eee 
ing. Awarded the Silver Medal ni 


(the highest offered) at the Panama-Pacific Exposition. 
Good profit. 
Name and design trade marks registered U. S. Pat. Off. 











Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 





ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
Plain or — 


STRATTON ™*".ise 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 








DROP FORGED 
WRENCHES 


Designed and proportioned to give stif- 

nese and tensile stre Made accurately 
and uniform in machining and finish. Send fer 

catalog B-238. 

ARMSTRONG BROS. TOOL CO. 

814 N. Francisco Ave., Chicage, Ill., U. S. A. 
















SAMSON CORDAGE WORKS 


MANUFACTURERS OF 4a = SASH CORD, CLOTHES 
BRAIDED CORDAGE a nO) LINES, SMALL LINES 
AND COTTON TWINES ETC. 5440 Aur CAVALOG 


(Sy 
BOSTON MASS. 















BROWN @ SHARPE 
SuOle) F 
‘Made Best 
They Give Complete Satisfaction 


MARK Catatog on request 


sAOWN & SHARPE 


MEG CO. Providence, R. I fea 8 ns See | 








HACK “TLE NOX” saws 
Scone” AED «sinc 


UNIFORMITY 
“The Toots in Lhe Puaid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is 


hliched * 





a and not as 
No allowances will be made 


& part of the advertising contract. very care will be taken to index eorreetly. 
for errors or failure to insert. 





Ree TE iw 00sn cenees 
Addison-Leslie Co...........+.- 
Ajax Electric Specialty Co 
Akron Barrow Co..........0++ 
Abahastin’ Ce... ccccccccsccece 
Alexander Hamilton Institute... 
Allen Manufacturing Co 
Allen Manufacturing Co 
Allith-Prouty Co....ccccccscece 
Allweather Ventilator Co., Inc.. 
Alsteel Manufacturing Co 
Aluminum Goods Manufacturing 

Oe Poise seance ceases 
Aluminum Products Co 
Aluminum Wares Association... 
American Chain Co.......... 
American Flyer Mfg. Co 
American Fork & Hoe Co 
American Gas Machine Co 
American National Co 


American Radiator Co 


American Ring Co........... 
American Saw & Mfg. Co 
American Screw Co........++++ 
American Shearer Mfg. Co 
American Sheet & Tin Plate Co. 
American Steel & Wire Co 
American Stove Co..........+. 
American Telephone & Telegraph 

Oe, Kin tonseduosiberapesia 
American Window Glass Co... 
American Wire Fabrics Chee. « 
Anchor Post Fence Co 
Anti-Borax Compound Co 
Apex Stamping Co........----- 
Arcade Mfg. Co..........+-- 
Armstrong Bros. Tool Co 
Armstrong Mfg. Co......... 
Atkins & Co., E. C.......... 
Atlas Tack Corp........-+se++. 


Babcock Co., The W. W 
Backus, Jr., & Sons, A 


Banks Steel Post Co 


Bartlett Mfg. Co..........-- 
Baasick Co ..ccccccccccecses 
Baur Tack Co........--+e-s- 
Beh & Ca., Tne... .ccscvescssss 
Bemis & Call Co........... 
Berger Co., L. D.........0. 
Bernz Co., Otto..........++++ 
Berry Brothers, Inc.......... 
Bethelem Steel Co...........--- 


Better Homes & Gardens 
Bissell Carpet Sweeper Co 
Blair Mfg. Co.........ceeee. 
Blaisdell Pencil Co........... 
Bommer Spring Hinge Co 
Bosley Co., D. W.....-.+e0-e% 
Boston Varnish Co..........- 
Boston Woven Hose & Rubber 

Gh Sse vavactheeedete viens 
Bowen Products Co.......... 


Brach Mfg. Co., I 


Brainerd Mfg. Co............ 
Bridgeport Chain Co........... 
Bridgeport Screw Co..........- 
Bright Star Battery Co 


Brown Fence & Mfg. Co., H. L. 
Brown & Sharpe Mfg. Co 





TIN 86595355 bese cake 
Buffalo Wire Works Co., Inc.... 
Burgess Battery Co............ 
he Eee or 
Burnley Battery & Mfg. Co.... 


Cc 


es 
Carborundum Co. ............; 
er 
Casement Hardware Co......... 
Chain Products Co............. 
Challenge Refrigerator Co....... 
Chmmtberiatn Ge. .ccsiccsescccs 
Chamberlain-Haber Chemical Co. 
Cheney @& Bens, Boi... ccives 
Chevrolet Motor Co............ 
Chicago Roller Skate Co........ 
Chicago Solder Co... cccccscses 
Chicago Spring Hinge Co....... 
Clayton & Lambert Mfg. Co.... 
Chombon Bonen Bibs ooo s cc ccces 
Cleveland Stone Co., The....... 
Cleveland Wire Spring Co...... 
iy | 
Coates Clipper & Mfg. Co...... 
gk ee 


Columbian Rope Co............ 
Comstock-Bolton Co. ........... 
Congoleum-Nairn, Inc. ......... 


Connecticut Valley Mfg. Co.. 


Connors Hoe & Tool Co........ 
Consolidated Electric Lamp Co.. 
Continental Paper & Bag Mills 

WN a howe cukcice x5 sce Sets 
ee gt A. Se eee re 
ee 
Corbin Cabinet Lock Co........ 
Corbin Screw Corp............ 
oo) gs eee 
Cordley & Hayes............0.. 
Crniamen ‘Tool Goss... cicesces 
oe Se 
Cropipen “Asis Ces ooo '55ccccccs 
Cyclone Ponce Cos. ccc cccccvcs 


Davis & Voetech, Ttic........... 
Davis Tool & Engineering Co.... 
Day-Fan Electric Co............ 
Dazey Churn & Mfg. Co........ 
De Laval Separator Co......... 
a | ee 
Detroit Torch & Mfg. Co....... 


Detroit White Lead Works..... 
Devoe & Raynolds Co., Inc.... 
gy Se ee Se 


Diamond Calk & Horseshoe Co.. 
Diamond Saw & Stamping Co... 
Diener Mfg. Co., Geo. W....... 
Me Ae Me Sees ocak so ek eewes 
Display Materials Co........... 
Disston & Sons, Inc., Henry.... 
Dixon Crucible Co., Joseph...... 
Ee a ere ers 

Graham Bros.—Truck Division 
Donley Mfg. Co., The.......... 
Double Action Electric Co...... 
MON SN EM cds acdc tcwaase 
eae a 
Duluth Show Case Co.......... 
DuPont de Nemours & Co., E. I. 


Eagle-Picher Lead Co 
Eberhard Mfg. Co 
Economy Plumber Co 


F. & N. Lawn Mower Co., The. 
Fate-Root-Heath Co. 
Faultless Caster Co 
Federal Abrasives Works, Inc... 


Foster Bolt & Nut Co 


Gendron Wheel Co 
General Chromium Corp 
General Fireproofing Co >: 
Gilbert & Bennett Mfg. Co...... 
Globe Stove & Range Co..... see 
Gold Medal Products Co........ 


Good Housekeeping ............ 
Goodrich Rubber Co., B. F 
Graff-Underwood Co. 
Grand Rapids Hardware Co 
State Mowing Machine 


RS SO Oe céeacocseueeas - 


Green Company, Inc., 
Greenfield Tap & Dic Corp 


Griswold Mfg. Co 


Hanover Wire Cloth Co........ 
Hart Ce., John M 
Heller & Co., W. C 
Hercules Chemical Co 
Hercules Powder Co 


e.g. Se re 


3 , Serer 


Huenefeld Co., E H 
Hunt & Sons, William 


Hygrede Latap Co... ...scscess 


Independent Lock Co........... 
Indiana Rolling Mill Co........ 
Indiana Steel & Wire Co 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and 
No allowances will be made 


8 part 
for errors or failure to insert. 


of the advertising contract. 


Every care will be taken to index correctly. 
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A Handsome Shower Compartment 


Easily Made 
in Small Space. 


VEN a bathroom of limited proportions can now have a 

separate shower compartment, by simply fitting a Zouri 
Shower Door diagonally across an unused corner. This space 
is seldom occupied. And all that is necessary is to complete 
the triangle with tiling, install the door, and you have an 
inviting shower room, to confine splashing water and protect 
the bather from draught. 





A Zouri Door brightens the bathroom, and adds to the 
shower’s luxury. Its design is simple and dignified, fabri- 
cated of Extruded Bronze with polished bronze finish or 
duplex nickel plate, or Extruded Nickel Silver. A crystal- 
clear glass panel adds to its gleaming beauty. 


In the Zouri Shower Door, the makers of the famous Zouri 
Key-Set Store Front offer a high value that will surely ap- 
peal to all who deal in plumbing supplies. 




















Write us for further information, and a copy of free 
circular, “Shower Suggestions.” 











The following standard sizes 
are carried in stock for im- 


satnute deltarye Zouri Drawn Metals Company 


2’ wide x 6’ high. Factory and General Offices 


ie, 1608 East End Ave., Chicago Heights, IIl. 
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Water Systems 
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The consumption of water during the summer and fall months —————— 
is always greater than during the balance of, the year, and the sale ieee 
of pumps and water systems corresponds with this period. a 
\) (— Measuring quality and service from the standpoint of sales and 
profits MYERS SELF-OILING POWER PUMPS are leaders. 


Amidst an ever widening field of popular demand, their numbers 
increase in proportion to the universal satisfaction they are giving. 


There is a Myers Self-Oiling PoWer Pump especially adapted to 
every kind of power water service up to ten thousand gallons per hour. 
We are ready to send catalog and prices to responsible dealers, and 
solicit your inquiry. 
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MYERS 
JUNIOR 
DIRECT 
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FOR SHALLOW 
WELLS OR CISTERNS 


SHALLOW > TH F.E.MYERS & BRO.co. 
ORCISTERNS ‘S Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS 


for Every Purpose, 
-FACTORY and \ 
WATER SvsTEMs- MAY ond RAIN UNLOADING TOOLS BARN. ‘Oo a FOR DEEP WELLS 
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OSLEY’S Quality 

Weather Strip em- 
braces all types to meet 
your requirements. 
Standardized by the bet- 
ter hardware dealers of 
America for over 58 
years. 


Handy to stock, quick to 
sell and at a good profit 
for you. 


Demand Bosley’s Quality 


7 


BOSLEY’S 


HEAT SEAL 
(All Cushion) 


SEAL-IT 
(Wood and Felt) 


META-FELT 
(Rust-Proof Steel) 
(Moth-Proof Felt) 


ECONOMY 
(All Metal) 


andatrdized 





name of the nearest distributor. Write us. 
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Quality Since 1869 
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Weather Strip from your jobber. We will be glad to give you the 


D. W. BOSLEY COMPANY 


Montreal 


The 


Chicago 
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0277 Bamboo Push Broom. Made of 
Split Bamboo. 
block size 16" x 314". 
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500 Push Broom. Made of gen- 
uine African Bass—length of fibre 
6°. Size of block 16" x 3\4"—sweep 
of broom 221%", large flare. 


Efficiency and Economy 


Osborn Push Brooms are made 
specifically for the job to be done. 
This is the reason for their marked 
efficiency, economy and widespread 
popularity. 

Whether the work requires a fine, 


close sweeping material or a coarse, 
heavy-duty bamboo or rattan, 


Length of Fibre 7”. 


A heavy duty push 16" x 3%". 


Broom at a low price. 


277 Rattan Push Broom. Made of 
select round reed. Size of block 


Length of fibre 6”. 


Osborn has a better-wearing broom 
to fit the need. 


Osborn Push Brooms are accepted 
as the best for mills, factories, 
municipalities, railroad shops and 
yards, street cleaning and every- 
where that economy and efficiency 
are carefully considered. 


of tempered{flat steel wire. 


used in road construction. 


Combined in Osborn Push Brooms 





121 Flat Wire Push Broom. Made 


Widely 
Block 


size 16"x 23,”—length of wire 5”. 


JHE OSBORN MANUFACTURING LOMPANY 


INCORPORATED 


5401 Hamilton Avenue 


Cleveland, Ohio 


Branch Offices: 
New York - Detroit - Chicago - San Francisco - Los Angeles 
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A BETTER WEARING BRUSH 





SBOE 3 


FOR EVERY USE 
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Combination 


Meets the insistent popular demand for an 
instrument that gets the most out of phono- 
graph records and the best out of the air. 


The new Freshman electric pick-up amplifies 
music and speech on the records through the 


amplifier tubes of the radio receiver—and Comvunre 
pours it forth through the loud speaker READY TO 
with natural, true-to-life tones. Volume can OPERATE. 


be controlled to meet any requirements. Everything self-contained in a striking genuine 


a ° b | 1 t i t— § i h an i P 
The radio receiver embodies the new Fresh- ne erences or ene serra 
maker’s art. Particular care has been paid to the 


man Equaphase circuit, operating entirely eraining of the wood so that every section is per- 


on light socket power. fectly matched and blended to the other. 


CHAS. FRESHMAN CO., Inc. | Freshman Building, New York 


CHICAGO Los ANGELES 
TWO SECTIONS—SECTION TWO 





























The 
HORTON 
Automatic 

Ironer 








30-inch ge open 
end roll lectric or 
gas heated. Electrically 
driven. Does not need 
special wiring. 
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The HORTON~ 


A Moderately Priced Ironer of Surpassing 


speed, ease of operation, simplicity and 


HE Horton’s first attraction to women Fi neness 
Se a NP trouble-proof design. 


is its simplicity of design—its neat 

appearance. 
More careful inspection reveals this simplicity in 
a noteworthy absence of complicated parts; it is 
unusually easy to understand and operate—never 
requiring the slightest mechanical attention. 
Women appreciate this. It is a powerful sales 
point favoring the Horton. 
Anyone even those inexperienced in mechani- 
cal ironing—can operate the Horton. It is the 

one Ironer which combines practical utility with 


A distinct Horton advantage is its com- 
plete open end ironing roll. No supports what- 
ever interfere. It is open all around. This makes 
possible the ironing of frills, ruffles, cuffs, etc., 
even more beautifully than by hand. 


The Horton Automatic Ironer is a material em- 
bodiment of those unvarying ideals which have 
guided Horton for more than a half century. Let 
us send a Horton Ironer for your careful inspec- 
tion and demonstration. 


Write for information on the complete Horton line of Electric, Gasoline and Hand-power Washers. 


HORTON MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 


HORTON. 





GOOD PRODUCTS — Yes! and above all else GOOD FRIENDS 











Oia ** 9? Acomplete 
Balkite AB aaakes ve: 
placing both ‘‘A’”’ and “‘B”’ batter- 
ies and supplying both “A” and 
“B” current from the light socket. 
Contains no battery in any form. 
Operates only while the set is in 
use. Turns on and off at the light 
switch. Two models. 135 volts“‘B”’ 
current, $59.50. 180 volts, $67.50. 





Il-te. “8A” Like Balkite 
Balkite A “AB” above, 
but for the “A” circuit only. One 


of the most remarkable develop- 
ments in radio. Price $32.50. 





. ep” Like Balkite 
Balkite B “AB” above, 
but for the “B” circuit only. The 
accepted ‘‘B’’ power supply. Has 
probably the longest life of any 
device in radio. Three models at 
remarkably low prices. 90 volts, 
$22.50. 135 volts, $32.50. 180 volts, 
$39.50. 





Balkite Charger 7... 


ard battery charger for radio “‘A’”’ 
batteries. Noiseless. Can be used 
during reception. ‘Three models, 
all trickle chargers. Prices, $17.50, 
$9.50, $7.50. 
Prices are slightly higher West of the 
Rockies and in Canada. 
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EW SENSATIONAL UNITS 
BY BALKITE—THE LEADER. 


Including the new Balkite “A” 
and Balkite “AB” both without 
batteries. The lowest prices in 
Balkite history. A reputation 
for quality built by 2,000,000 
units in actual use. A record 
of long life and freedom from 
trouble unequalled in radio. A 
huge advertising campaign. 
Balkite is the 3rd largest radio 
advertiser. And a line so com- 
plete it serves every requirement. 
You don’t need to experiment 
with untried devices. Balkite is 
enough. Get behind the line 
now and share the profit. 


FANSTEEL PRODUCTS COMPANY, Inc. 
North Chicago, Illinois 


FAN STEEL 


Balkite 


Radio Power Units 


















When Babe 
Ruth steps 

to the plate 
and the score 
a seccen 


YA 


| i) lifts his 
Si baton.... 
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NEW PRICE 
SUPER MUSICONE 









Approved Crosley Consoles 


These three handsome cabinets, especially 
designed to receive the shielded chassis of 
the ‘“‘Bandbox’’ and other Crosley receivers, 
have been approved by Powel Crosley, Jr., as 
mechanically and acousticaliy ideal for the 
installation of Crosley Radios. 


H. T. ROBERTS CoO. 
914 S. Michigan Ave., Chicago, Ill. 
Sales Agent for approved Console Factories. 


















Showers Brothers Company 
The Wolf Manufacturing Industries 



























HeBANDBOX 


Otube receiver 
BATTERY TYPE 





e 
AC TYPE 
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the CROSLEY Bandbor F 


and other new radio reception equipment 
for the complete enjoyment of the 1927-28 radio season 
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Ever since 
Crosley en- 
tered the ra- 
dio field their 

~ 5 ht } methods and 
Recent court decisions now d eve l op- 


Iyel ; 
greatly clarify radio patent 1 © n ts have 


created a leading place for 
Crosley radio receivers. 
And now—completely avail- 
able to Crosley—and amplify- 
ing Crosley supremacy in full- 
est measure, are the enormous 
resources, discoveries and ideas, 
embodied in patents of the 
Radio Corporation of America, 
The Westinghouse Co., The 
General Electric Co., and The 
American Telephone and Tele- 
graph Co., The Hazeltine Cor- 
poration and the Latour Corpo- 
ration—under which Crosley 
is now licensed to manufacture. 
No wonder the new Crosley 
receivers are in the forefront, 
their amazing efficiency ac- 
knowledged and demanded by 
that section of the radio trade 
which insists on the latest and 
best at all times. 

THE “BANDBOX” 
It is a new 6 tube set of aston- 
ishing sensitiveness. 
Many exceptional features 
commend the “Bandbox.” 
The metal outside case, “tho 
keeping out strong local signals 
effectually enough, did not fully 
satisfy Crosley ideals of fine 
radio reception. Signals must 
be kept in order inside the set. 











TILT-TABLE MUSICONE 
$27.50 


Although Musicones improve the recep- 
tion of any radio set they are perfect 
affinities in. finish, beauty and repro 
ductive effectiveness for Crosley Radios. 
A new model built in the form of 
a Colonial Tilt-table and finished in 
brown mahogany sands 3 feet high. 


12-inch Ultra 16-inch Super 
Musicone Musicone 
99.75 $12.75 
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Wess ee SMe iss 
Coils and condensers are like 
families living in a row of 
houses with no fences between. 
The children run around the 
yards; they meet, mix it up, 
quarrel and squabble. No 
harmony. 

Magnetic and electric fields 
are the offspring of coils and 
condensers. With no fence be- 
tween, they, too, run around 
the house, mix it up, quarrel 
and squabble. How's and 
squeals result. 





condensers separated, metal 


fences are erected (copper 
fences for the coils) and the indi- 
vidual parts of the Bandbox 
are shielded as only found in 
the highest priced sets. 


rT. 


For fans who love to go cruis- 
ing for faint, faraway signals 
the “Acuminators” intensify 
weak signals like powerful lens 
revealing distant scenes. « 


The “Bandbox” employs com- 
pletely balanced or neutralized 
radio frequency stages, instead 
of the common form of losser 
method of preventing oscilla- 
tion. In presenting this im- 
portant feature Crosley is ex- 
clusive in the field of moderate 
price radio. 


Volume control is 
another big ““Band- 
box” feature. Sig- 
nalsfrom powerful 
local stations can 
Volume for dancing be cut from room 
filling volume to a whisper. 


Each “Bandbox” is fitted with 
a brown cable containing col- 
ored rubber covered leads for 
power and other connections. 





The frosted brown 
crystalline finish /(. 3 
harmonizes withthe A. &, }- 
finest furniture and 
matches the frames 
of Musicones and the casing of 
the power unit. The bronze 
escutcheon creates an artistic 
control] panel. 


Withal, in the beautiful appear- 
ance and modest size of the 
“Bandbox” is the utmost in a- 
daptability to requirements of 
interior arrange- 
ment or decora- 
oun tion. The outside 
{ 4, case is easily and 
QT ASS quickly removed 
lh” 0 NS koe installation in 
Soft and low thru see 


volume control 












console cabinets. 


AC AND BATTERY 
OPERATION 


The “Bandbox” 
is built both for 
battery and AC 
operation. The 
new R.C.A.— 
AC tubes make 
the operation 
of the set di- 
rectly from 
house current 
both practical 
and efficient. 

In the AC set 
the radio stages 
and the first audio stage use the 
new R.C.A.—AC—UX-226 
tubes. Filaments in these tubes 
are heated with raw AC cur- 
rent at proper voltage. 






\ 






AA WAAAALAAAAN 














A Master Station Selector, with illu 
minated dial for shadowy corners, en- 
ables tuning for ordinary reception with 
a single tuning knob. 





The UY-227, with 
indirectly heated 
emitter, isused with 
the detector. Power 
tube UX-171 at 180 
volts plate. 
There is no AC 
hum. The new R.C.A. Ra- 
diotrons do the work. 
The power supplyconverter is 
a marvel of radio engineering 
ingenuity. Half the size of an 
ordinary ““A”™ storage battery, 
it supplies A, Band C current 
directfromlampsccket totubes 
Price of power converter $60.. 
Mod:ls for 25 
and 60 cycles. 
Snap switch 
es shuts down 
: )- “NX set and 
ee power con- 
i verter com- 


pletely. 





esee? 





Write Dept 132 for Descriptive Literature. 


RADIO 


Crosley Radio is licensed only for Radio Amateur, 
Experimental and Broadcast Reception. 
Five UX201LA and one UX171 power output R.C.A. Radiotrons recommended 
and supplied at standard prices with each Crosley Receiver. 
Lrices slightly higher west of the Rocky Mountains. 


THE CROSLEY RADIO CORPORATION 


Cincinnati, 
Ohio 


Powel Crosley, 
Jr., Pres. 








SPLITDORF 





strikes a new NOTE in 














DEALER 
CO-OPERATION 





1. Twelve models, ranging in price from $45 to 
$1000. 

2. Table, floor and period furniture models, 
including authentic designs. 

3.Cone and horn speakers meeting today’s 
musical requirements. 

4. Splitdorf Radio Receivers—scientifically cor- 
rect—yield the maximum of desired ampli- 
fication, tune selectively and render a sur- 
passing musical quality of tone. Built by a 
personnel who have demonstrated to radio 
dealers “Splitdorf Sets Stay Sold.” 

5. Splitdorf Radio Receivers manufactured un- 
der license association with Radio Corpora- 
tion of America; General Electric Company, 
Westinghouse Electric & Manufacturing 
Company, and the American Telephone and 
Telegraph Company. 


National Advertising, Dealer Helps— 

of course. But the main point is that the 

Splitdorf line offers the dealer a 100% 
market coverage on a 


50% less investment/ 


Less investment, faster turnover, quicker 
profits form the foundation of Splitdorf Dealer 
Co-operation 


SPLITDORF RADIO CORPORATION 


Subsidiary of Splitdorf-Bethlehem Electrical Company 
NEWARK, NEW JERSEY 
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First announcement of this new One 
Minute has created a sensation. The wash- 
er market was wide open for a real machine 
to retail at around $90.00 and One Minute 
is ready with the washer to meet this huge 
demand. 


A full size Washer—Copper Tub— 


‘latest all metal Wringer with improved 


safety release. Wonderful washing and 
clothes cleansing action produced by One 
Minute Turbinator. Westinghouse Motor. 
These are some of the Model 60 Features. 


One Minute Manufacturing Co. 
Newton, Iowa, U. S. A. 


Act to-day if you 
are interested in 
the greatest wash- 
er selling o - 
tunity ever offered 
the washer dealers 
of America. Wire 
or send coupon. 

















cA Pifture is 
Worth Ten Thousand Words 


P. Boyd, Manager of an accessory store in New 
Brunswick, N. J., attributes one quarter of his 
total Edison Mazpa* Lamp Kit sales to window 
display. 

Your dealers can do the same. Have them 
put this display in their windows at once. Then 


watch lamp sales grow! 
*Mazpa— The mark of a research service 








be 





EDISON MAZDA LAMPS 


for your car! 


GENERAL@} ELE ~ 
































The sensational 
Haag Eighty 
Also available with 
built-in 4-cycle gas- 
oline motor. 


The perfected Haag 
Vortex 
Also available with 
built-in 4-cycle gas- 
oline motor. 


Haag Leadership 





HAAG BROTHERS COMPANY, PEORIA, ILL. 


HAT constitutes leadership in any 

industry at any given moment? Is 
it entirely a question of “How big to- 
day” or ‘is it more a question of “How 
big today as compared with yester- 
day?” and “What Service to the 
Industry and to the Public?” “What 
Standard of manufacturing excel- 
lence?” and above all,“‘How far in ad- 
vance of general progress?” 


Do you know the improvements pio- 
neered by Haag Bros. Co. in the past 


sixteen years? Do you realize that 
Haag washers are the most widely imi- 
tated washers in the world today? Are 
you aware just how and why the Haag 
Vortex and Haag Eighty have the drop 
on competition today? . 


Do you know the astonishing story of 
recent Haag growth?—576 per cent 
increase in volume in less than three 
years. 


a404 


Ask us... . or ask any Haag dealer. 
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ERE is a new washer that will 
outfeature any other machine in 
the field! By actual tests it is 
the fastest and most thorough washer 
made. 5040 hours of continuous run- 
ning without a single replacement has 
proved its mechanical perfection. 


With the “Speed King’s” outstand- 
ing sales advantages—with our un- 
usually large discounts and free resale 
advertising support—the Big 3 fran- 
chise is the most profitable washing 
machine offer in the retail field today. 


NOW You Can Offer 
both Vacuum & Gyrator types 


Now, under one franchise, 
you can offer both gyrator 
and vacuum types—whichever 
the customer prefers. No lost 
sales; greater washing ma- 
chine volume and profits. The 
extra rinsing tub is now in- 


cluded without additional cost. 





. Fastest 





1)~the Big 3 SPEED KING’ 


Gyrator Washer 





10 Outstanding “Speed King” Features 


washer made. 
Every drop of water is 
kept gushing through 
the meshes of the 
clothes. Washes in 3 to 
7 minutes. 


. Dainty fabrics can be 


washed with safety. Cast- 
agitator is 
perfectly 


aluminum 
polished 
smooth. 


. Cleans thoroughly. No 


hand rubbing necessary. 


. A truly beautiful wash- 


er. Two-tone gray—easy 
to recondition. Long 
panels protect children 
and keep dirt out of 
mechanism 


. Air space between nick- 


eled copper tub and 
outside walls checks 


Write for complete franchise particulars 
including unusually large discounts 


Barlow & Seelig Mfg. Co. 


Ripon, Wisconsin 


. No oiling 


heat radiation and keeps 
water hot—an_ impor- 
tant washing necessity. 


. Wringer can be swung 


and locked in any posi- 
tion. 


. Standard - plus capacity 


tub—5 to 9 lbs. Washes 
as high as 65 Ibs. per 
hour. 


. Quiet and smooth in 
operation. 
. Clothes can be put in 


or taken out while ma- 
chine is running. 


necessary— 
self-oiling bearings and 
gears. Handy motor 
switch near wringer in 
addition to agitator 
clutch lever. 













¢: BALL BEARING 


CADILLAC 


















HE CLEMENTS 
Cadillac has no 
complicated or delicate ' 
mechanisms to get out 
of order. Its Ball 
Bearing motor requires 
no oiling, and as most 
servicing troubles are 
oiling troubles, the 
servicing of a 
CLEMENTS- Cadillac 
is reduced to a mini- 
mum. And remember 
no woman likes to 
handle an oil can. 



























Details and sales plans 
on request 
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Manufactured in Canada by ” de ; » , 
Clements Manufacturing Company, Limited Export Peanert = . Pacitic Coast Distributors: 


149 Broadway, N. Y 4 F. E. Spencer, 929 W. &tb 8S 
71 Duchess St., Toronto, Ont. ah : ‘i : — 
pronto, Ont New York Distributor: : Los Angeles. Calif. 
H. M. Walter, 70 Fifth Ave., New York Ray Bentley, 219 Worcester Bldg., 


Portland, Oregon 
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NO W Better 


Than Ever / 


ORE than two years ago the first New 

Gainaday created a demand for a de- 

gree of beauty, efficiency and simplicity 

never before expected in an electric washer. 

As a result, New Gainaday production soar- 

ed to an unprecedented high level during 
each succeeding month. 


In June 1927, this growing démand prom- 
ised the sale of still thousands of more New 
Gainadays, before competitors could match 
this model in appearance or performance. 
Yet the Gainaday Electric Company, in 
June, announced nine great improvements 
that make the New Gainaday now better 
than ever. 


Dealers everywhere, in stocking the Im- 
proved New Gainaday, are upholding Gain- 
aday’s policy of always selling the finest 
electric washer that can be built, and at the 
same time are adding to profits already 
large. Let us send you complete details of 
our dealer proposition. 










‘dhe N@ 
iti 


Gainaday Electric Co. 





Washer 


3016 Liberty Avenue, Pittsburgh, Pa. 
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Editorials 26 
$8,000 Merchandise Sold During Small City Show 18 
This is an amazing story of what was accomplished in a city 
of 5,000 by an enterprising hardware firm that is not 

afraid to go after business. 
More Than 100 Electric Refrigerators in Week 22 
Tlgs, too, is a story of an exhibition of electrical apparatus. 
he John Wanamaker store invited a dozen electrical 
refrigerator manufacturers to participate and there was a 
flood of sales. 
The Partners Discuss Advertising 16 
Mr. Hubbart in this issue tells of the bearing advertising 
of electrical goods has on the entire store. Perhaps you 
id not know that one result was raising the average of 
all sales tickets. 
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Two Proven Lamp Selling Displays 28 
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Washing Machines Can’t Think 21 
There is a great need today for salesmen to impress their 
women customers that they must know even more about 
washing than they did in the washboard days. 
More and Better Sales by Better Salesmen 24 
One merchant tells of the jump in sales when table appli- 
ances were placed on an aisle table where shoppers could 
not only see but handle them. 
Why Hotels Should Buy More Lamps 50 
Report of what a lamp manufacturer said to a group of inn 
keepers and what you can use as selling arguments. 
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GEORGE H. GRIFFITHS, General Manager 
FRANK E. WATTS CLYDE JENNINGS 


Manager Editor 
ARTHUR SINSHEIMER 
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About Shows 


N this issue of ELECTRICAL GOODS 
| we tell two stories of recent 
exhibitions of electrical goods 
conducted by stores. One was con- 
fined to refrigerators and was held 
in the largest city in the country. 

The other included the broad scope 
of electrical goods sold by stores for 
household use and was held in a city 
of less than 5000. 

Both were amazingly successful in 
all points; that of attracting mer- 
chant visitors and selling merchan- 
chandise—the two chief points to be 
considered in an event of this kind. 

Many merchants would say—if we 
printed only the John Wanamaker 
story—“that is all right. for a big 
city, but you could not do it in our 
town.” 

Yet in this case it was done in a 
small city. Probably on a percentage 
basis, the small town had the best 
of it. 

This is the point we wish to bring 
home: 

Merchandising opportunities are 
not créated by population or wealth. 
The opportunity is within the per- 
son involved. It is a human quality. 
People are much alike, whether they 
live in small cities or large. 

Since ELECTRICAL GoopDs has print- 
ed stories of successful shows, many 
stores have held them—in cities both 
large and small. We have printed 
the story of a successful show in a 
smaller city than Logan, W. Va. 

Wherever there is a store, custom- 
ers and wired homes, there exists an 
opportunity for a merchandising 
electrical show. People generally are 
interested in electric household appli- 
ances, and they will come to see them 





‘if properly invited—and they will 


buy. 


= 
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St. Gaudens’ Lincoln, 
Lincoln Park, Chicago 


HOOVER 
LEADERSHIP 


is confirmed by the fact that two 
Hoover dealers have 
averaged more than 
$3,000,000 of Hoover 
business each. Read 
pages 46-47. 
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A Merchandising Proposal from the 
Central Station Companies 


JOMMITTEES of the National Electric Light Association and the Nation- 


| 


he j/ al Retail Hardware Association are considering the next stop in the 
s ‘egem get-together movement started at the conference of committees of 
; eos these two organizations in Chicago last March. In the annual meet- 
ings of the two organizations this step was spoken of as a great step forward in ap- 
pliance and electrical supply merchandising and certain to result in mutual benefit. 


As a result of the March meeting, the General Merchandising Committee of the 
N. E. L. A. drafted the following, “Suggested Standards of Practice for Merchan- 
dising by Public Service Corporations.” This proposal was read at the N. E. L. A. 
convention and favorably commented upon. The suggestion follows: 


1. The primary functions of central station merchandising department is to in- 
crease the earnings through load building, but it is likewise essential that profit be 
obtained through merchandising operation on cost principles. 

It must be recognized that the central station bears development expenses which 
are especially not shared by the non-electric dealer who sells primarily the electric 
articles having public acceptance. Pioneering is expensive and rapidly absorbs prof- 
its from the best sellers. It is usually the promotion expenses through which all the 
trade benefits that makes the difference between profit and loss on the central sta- 
tion merchandising statement. 

We bring to the attention of our friends in the Hardware Association and others 
interested, that there is a normal cost for securing all business for the power com- 
panies, and the cost per kilowatt added to the lines from the merchandising branch 
is always as low compared to the cost of building the light and power load which is 
generally recognized as an obvious and legitimate expense. 

2. List prices should be maintained when established and published as the stand- 
ard selling price by the manufacturer. 

When national activity and volume selling is contemplated and the net price to 
be paid by the public is to be lowered by manufacturer consent, through premiums 
or allowances, we recommend: 

(A) If the selling plan originates with the manufacturer, the manufacturer 
makes adjustment of discount to the dealer during the period of the sale to make 
possible similar action by the dealer. 

(B) If the plan originates with the central station merchant, it is suggested that 
the local dealers be invited to tie in during the period of sale on advantageous 
terms. ; 

3. The giving of premiums as an occasional stimulus to business is a long estab- 
lished custom and its value is measured by results obtained locally through this 
practice of merchandising. 

It is of primary importance that when premiums are used the customary value of 
the article as designated by the manufacturer should be used in advertising. Mis- 
leading advertising is obviously not to be recognized by the central station com- 
pany. We believe the best interests of the company will be served when sales with 
premiums are on a co-operative basis with the local trade. 


4. Deferred payments are now established practice and receive the support of 
leading financial men. The abuse of practice is evident in our industry and we sug- 
gest a return to sound economic terms. (Continued on page 48) 
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The Fat Partner tells the Thin Partner exactly how 


Advertising Electric Housewares 


Here is a method of analysis that brings out many points often neglected 
by merchants in estimating the value of publicity. 


arrived at the store at the same 
moment—8.50 a.m. Blythe, the 
senior partner, had long legs and so took the stairway 
to reach his office on the third floor, and it was an 


Bete & BIGGER, INC., both 


attractive little place, this office, 
with windows on two sides so 
Blythe could, by turning his swivel 
chair the least bit to right or left, 
look up and down two attractively 
laid-out streets. 

Bigger, who was short and 
shaped quite a little like an olive, 
had, of course, short legs, so he 
stepped into the elevator to ride to 
his office located on the third floor 
and in the rear of the building. 
Bigger had a swivel chair, too, even 
a finer looking one than Blythe, al- 
though he rarely sat in it for more 
than five or six minutes at a time, 
and when he did he could look out 
of only one window, a big one but 
one that gave only a narrow view, 
most of which was up the alleyway 
that split the block opposite the 
Blythe & Bigger store. 

These little details, uninteresting 
and seemingly unimportant, are set 
down here because they have more 
or less bearing on a little incident— 
one of those seemingly trivial inci- 
dents that frequently change the 
destiny of empires as well as of 
emporiums. 

It was Wednesday, the second 
best business day of the week, in 
the beautiful little city where 
Blythe & Bigger served the public 
with everything needed for the 
hearth, home and household at 
prices to suit every purse, and 
quality the best, as you could find 
out by reading the Blythe & Bigger 
advertisements any time you felt 
like reading advertisements. 

Blythe, as before stated, had long 


legs. He got into his office, put down his hat and 
coat and opened his two big windows, all of a minute 
and twenty seconds before Bigger stepped off the 
elevator and tripped with short staccato heel taps down 
the corridor and into his office. Two minutes later he 
stepped into the office of his partner for the usual early 


By Guy Hubbart 


e 


iri George told his partner 
Joe,. about their electrical 
goods advertising and why he 
told him. Get YOUR partner to 
read it or tell it to him if he 
can’t read, 


HAVE checked returns from our 
newspaper advertising for 66 con- 
secutive days including the 13 elec- 
trical goods ads we have run, keeping 
track of returns on every advertised 
item and on those not advertised. 
And I’ve compared these figures day 
by day with corresponding days last 
year and this is what I’ve found out. 
Now, Joe, you can laugh, but you CAN- 
NOT LAUGH this off: 


. Every time my departments have 

e an ad, the whole store transac- 
tions on the average increases over nor- 
mal, only a little, but increases; 


~ Our charge accounts, all selected 

e customers, are more active all over 
the store when my departments are in 
the ad. 

. The average sale increases from 

e 20 to 60 cents over normal every 
time we advertise electrical goods, and 
part of the increase is shown on house- 
furnishings and electrical goods. 


George told Joe these things because 
he wanted more electrical and house- 
wares business than he was getting, 
and as proof that these departments 
ought to be represented in at least 
every third day’s ad. 

Joe attended to advertising and fi- 
nance for Blythe & Bigger, Inc.; 
George to buying and selling and study 
of the market. 
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morning conference. As a rule, this 
lasted twenty minutes and was given 
over to matters that required weighing 
by both members of the firm. 

“How’d they run yesterday, Joe?” This from Big- 


ger, referring to the first thing 
customarily taken up by the part- 
ners—yesterday’s sales. 

“Better than I expected ll 
around, and your pet beat itself 
over this day last year to the extent 
of $36. You must have had an ad.” 

Both men laughed good natured- 
ly. Bigger’s pet was the house- 
ware and electrical goods division, 
newly opened about a year and a 
half before in the basement. 

“No, I didn’t have an ad, Joe; 
and if I had had even a small space, 
you’d be surprised by yesterday’s 
sales, elated even. Let’s get to- 
gether on this thing. I’ve kept 
some figures in connection with ad- 
vertising electrical goods. Why 
not go over them now? If I can 
prove my point, you'll see my way 
and before you know it my ‘pet,’ 
as you call it, will be everybody’s 
favorite, yours included.” 

It ought to be pointed out here 
that Blythe, like all tall, spare men 
with long legs and oval-shaped 
heads, was more or less matter-of- 
fact and likely to hold an idea in 
a fixed position once he got this 
idea into his head. His idea was 
that in the town served by Blythe 
& Bigger, there was just about so 
much electrical goods business for 
each store, and there were, al- 
together, eleven carrying electrical 
goods, counting shops and all, and 
one was a big competitor. 

Bigger, on the other hand, had 
what the experts in mental traits 
call a creative mind, the kind that 
sees things before they really exist, 


and identifies them when they come into being. He 
had imagination, in other words, and with it a sense of 
observation not always associated with the imaginative 
mind. Anyone who knows, will tell you that no real 
business, especially one that caters directly to the peo- 
ple, can grow very fast without both kinds of minds in 








; helps the ENTIRE store 


Usually the merchants says: Y our 1dea is good, but only for the big dealer. 
This plan is equally applicable to the small store. 


it. So the firm of Blythe & Bigger was fortunate, even 
if unaware of the fact. 

“You got figures, you say, George, about advertising? 
What kind? Costs of advertising, you mean? Every- 
body’s got them, and anyone will tell you that the cost 


He took the pains to check actual sales, pieces sold for 
the department and those that had appeared in the 
ads. (The list in the right-hand box is a typical selec- 
tion.) In addition, he checked up on the transactions 
and the average sale and on the activity of charge ac- 

counts in relation to the returns 


is out of proportion to results, espe- 
cially on things like housewares and 
electrical goods. People just 
won’t——”’ 

“Wait a minute, Joe. Let me tell 
you something! But before I do, 
will you kindly look out of both 
your windows and tell me what you 
see?” 

“Look out of the windows—why, 
sure. I am looking. What’s the 
big idea?” 

“What-e-ya see?” 

“See? Why, houses and build- 
ings, sky and clouds. And some 
green country farther out, same as 
you’d see out of any third-story 
window. You ain’t sick, are you 
George—not dizzy or anything? 
It’s pretty close today. Kinda 
muggy.” , 

“No, I am not dizzy, nor dippy 
either. I asked you to look out over 
those houses and offices because 
there are people in all of them, 
twice as many as are on the street. 
And in the houses out in the coun- 
try, there are as many more peo- 
ple. And every darn one of ’em 
buys goods in this town. Some of 
them from us, but not enough.” 

“Sure, I know that, George, 
but——” 

“Now, Joe, let me tell you about 
these figures I got here. I can tell 
it faster than you can read ’em. 
And when I get through, I want 
you to agree to give my department 
more space, anyway more regular- 
ly. I’ve found out something.” 

Then George told Joe some facts 


@ 


ISTED here are the items and 

volume drawn by 60 inches 
of space in a city of 48,000 as 
analyzed in the article. 


ITEMS AS Total Store Sales 
ADVERTISED: for the day—$3200.00 
Furniture polish, $1. 

Gas range, $51. 
Aluminum ware, 79c. | _— 


Furniture polish, 60c. 


Aluminum ware, 49c. 
Floor mop, $1. 

Bridge lamps, $12.95. 
Bridge lamps, $18.95. 
Flectric Fans, $8.75. 


And besides the actual volume these 
things happened: 


236.00 


CHARGE accounts were opened 
e by customers who had never 
bought a nickel’s worth of elec- 
trical goods. 
THIRTY-TWO old charge ac- 
e counts that had been only partly 
active averaged $20 each during the 
week, $12 higher than daily average for 
the year. 
WHOLE store average sale was 
} e raised from $2.30 to $2.90, an in- 
crease of 60 cents, and the number of 
sales increased by 100. 

Above are the items George adver- 
tised on specified days to test out how 
his departments stood with the buying 
community and to prove to Joe, his 
partner, that newspaper advertising 
pays more ways than one even if big 
returns do not follow immediately. 


An 


@ 


from advertising. These points 
are shown by letters under the 
specimen selection of items. 

George is not much younger than 
Joe, and neither is past forty-five. 
They inherited this store from rela- 
tives and had always worked in it, 
anyway. But Joe saw the growth 
only in units of population. A 
hundred people to him were a hun- 
dred people. To George, a hundred 
people were a hundred human be- 
ings who need and buy food, cloth- 
ing, luxuries, household supplies, 
electrical appliances, and so on. 

Joe managed the financial end of 
the business and supervised the ad- 
vertising. 

George had charge of buying, 
selling and general activities. 

Both wanted more business, and 
George wanted not only more gen- 
eral business, but more on house- 
ware and electrical lines because he 
believed in them and took particular 
interest in them because he knew 
that as a city grows, their lines 
grow greatly in proportion to de- 
mand on regular lines. He knew, 
or rather knows, that his store can 
forge ahead faster if it gets a 
greater proportion of established 
housewares and electrical goods 
trade. It can get more business by 
knowing how much there is to get. 

And what better laboratory than 
the records of sales that every store 
must keep anyway! 

George simply used his own rec- 
ords to prove his point. There are 
some thousands of stores just like 


he had gathered by checking sales 
for two months and two weeks—sixty-six days—and 
comparing them with last year’s corresponding days. 
The facts are tabulated in the boxes, but here is the 
idea which cannot be tabulated: 

George measured the space used by the store and 
the amount allotted to houseware and electrical goods. 
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the firm of Blythe & Bigger, Inc., and some more 
thousands of proprietors like George and Joe; and no 
matter how good business may be, it pays to find out 
how advertising affects sales volume and how to make 
better use of newspaper space. George found some- 
thing out, proved, and got his partner to see his side. 








This photograph is proof that the people of Logan and vicinity were interested in the electrical appliance 


show. Mr. Moss, the manager, writes: “You cannot 


see much of the exhibits for the people.” But people 
are very important to a successful show. 


$8,000 Sales During a Hardware 
Store’s Electrical Show 


In a city of less than 5000, the W. F. Bevill Hardware Co. 
draws more than 6000 visitors to a demonstration 
open to public for four evenings 


F. BEVILL HARDWARE 
\ \ CO. of Logan, W. Va., a 
e town of less than 5000 
population, held an electrical show 
for four evenings in March. The at- 
tendance averaged 1500 people each 
evening and the sales for the period 
slightly exceeded $8,000. The elec- 
trical department sales of the store 
for 1927 to June 1 are more than 
$54,000. 

W. H. Moss, manager of the store, 
writes concerning the show: 

“The original thought of this show 
was purely from an advertising 
standpoint. The lines mentioned in 
the advertisement (reproduced on 
the next page) are the lines that we 
represent in Logan county exclusive- 
ly, with a few exceptions. 

“We felt that by introducing and 
displaying them it would mutually 
benefit ourselves and the manufac- 
turers, so we asked the manufactur- 
ers to cooperate with us in the idea 


of this show. They were agreeable 
and very helpful. 

“Needless to say, we were very 
much surprised and pleased when 
our sales for the four evenings to- 
taled a little over $8,009. The dis- 
play was such a success from a sales 
standpoint that each of the factory 
representatives has asked for a re- 
peat show this year. They are of 
the opinion that a show in the fall of 
the year would be a success. 

“The booths were in charge of the 
factory representatives and we had 
our entire force of fifteen people on 
the floor at all times to help when 
and where needed and to give friend- 
ly contact between the factory rep- 
resentatives and our customers.” 

The show was well planned and 
well advertised. Logan has a good 
newspaper, issued twice a week and 
this was used for the announce- 
ments. Just prior to the show, the 
Bevill Company took a full page for 
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APPALACHIAN 
ELECTRIC POWER 
COMPANY 


LOGAN DISTRICT 


LOGAN PLANT 


40,000 K. W_ CAPACITY 
53000 HORSE POWER 


Inquiries Solicited 
Service Our Motto 


Information regarding power cost for any pur- 
pose, cost of the 7% investment in our stock, or any 
other information will be given to all inquirers dar- 
ing ELECTRIC SHOW WEEK at our ‘booth in 
the W. F BEVILL STORE. 


The Three Necessities 


LIGHT HEAT POWER 
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The local power company lent en- 
couragement with a page advertise- 
ment in the electrical section. 
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the announcement reproduced in con- 
nection with this report. Their an- 
nouncement was well supported by 
factory advertisements, by a jobber 
who selis electrical goods and by the 
light and power company. The lat- 
ter advertisement also is reproduced 
here to illustrate the support mer- 
chants are given in some communi- 
ties. 

“The manner in which we handled 
the show might be of interest to the 
readers of ELECTRICAL GOODS,” 
writes Mr. Moss, and then he says: 

“We first decided how much we de- 
sired to spend in this form of adver- 
tising, and then we went over care- 
fully what we could provide with this 
money. The first of the show fea- 
tures decided upon was an orchestra 
for each of the four evenings and 
this proved a good drawing card. 

“Then we,decided that attendance 
prizes were to be awarded each hour 
during the evenings. We arranged 
for awards at 8, 9, 10 and 11. Two 
electric irons and two toasters were 
given away each evening. No re- 
strictions were placed upon the 
awards except that the person be 
present when called upon to receive 
the appliance. A grand award of a 
Radiola 20 was made the last eve- 
ning.” 

Mr. Moss was asked if he thought 
electric appliances are a part of the 
legitimate hardware stock. His 
answer is most emphatic. 

“In my opinion electrical appli- 
ances are most essential to a complete 
hardware stock. Any merchant in 
the hardware business who does not 
take advantage of the appliances is 
losing a large volume of business to 
which he is rightfully entitled. 

“Take for example our Frigidaire 
department. We are employing four 
men who specialize in this depart- 
ment and are Making a wonderful 
success of it. Our radio department 
is very profitable, employing three to 
five men in the season as the sales 
demand. 

“It is my conclusion that specialty 
stores, such as electric shops, plumb- 
ing shops, etc., have got into the 
hardware business on a small scale— 
not through any desire on their part 
but due to the fact that hardware 
stores do not carry the goods their 
customers demand, consequently they 
enlarge their own business to supply 
the wants of their customers and 
gradually develop into more or less 
general stores, specializing in the 
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Monday, Tuesday, Wednesday and Thursday, March 14, 15, 16, 17, 7:30 to 11:30 P. M. 


Factory Representatives Will Be With Us To Demonstrate The Following Lines: 








THE HOOVER COMPANY (HOOVER SWEEPER) 
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LEFTWICH CO. (ATWATER KENT RADIOS) 


Admission 


WILL RECEIVE A FREE COUPON ENTITLING 
DRAWINGS WILL BE HELD ON THE HOUR, 

ATEIGHT, NINE, TEN AND ELEVEN O'CLOCK 
ONE PRIZE TO BE AWARDED EACH HOUR. 
GRAND PRIZE AWARDED ON THURSDAY 


ee ee ee 2 a 
FOLLOWING MANNER: 

OPEN EACH EVENING AT'S SEVEN THIRTY 
P. M. BEGINNING MONDAY, MARCH 14TH. 
EVERY MAN OR WOMAN IN ATTENDANCE 


HIM OR HER TO A CHANCE ON THE PRIZES. 








lL NIGHT AT NINE O'CLOCK 
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EACH EVEIUNG. YOU ARE CORDIALLY INVITED TO ATTEND OUR ELECTRICAL SHOW. 
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A four page section of the local newspaper was devoted to electrical 


appliances and the show sponsors had the first page. 


Another jobber 


and several manufacturers took space for electrical advertising. 


lines of small sales resistance and 
consequently cutting into the hard- 
ware dealer’s profits.” 

A. J. Darrah, manager of the Ap- 
palachian Electric Power Co., which 
supplies electric current for the com- 
munity, extends every courtesy to 
the Bevill company in the sale of ap- 
pliances and at the time of writing 
about the exhibition, the Bevill com- 
pany had a refrigerator on display in 
the office of the power company. The 
Appalachian company does not main- 
tain an appliance sales department 
in the community but encourages 
housewares merchants in their sales. 

Logan is a thriving banking town 
and draws much trade from the sur- 
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rounding country. The Bevill store 
is widely known as an unusual store 
and their policy is to get county 
representation for good selling lines 
and then cover the county for sales. 
The storeroom, which was specially 
arranged for this show is 40 by 110 
feet. 

An interesting feature of the pro- 
motion of the show was the use of 
movie slides in all of the picture 
theaters within trading radius of 
Logan. This, of course, reached 
practically everybody. The electri- 
cal refrigeration idea was made 
prominent during the show by the 
serving of a wide variety of frozen 
desserts fresh from the units. 





Hundreds of Merchants 
See Radio Trade Show 


Hardware and department store buyers among those 
who take advantage of opportunity to 
select lines for next season. 


By Arthur Sinsheimer, Radio Editor 


VERYBODY that’s anybody 
H in radio that could possibly 

make it, attended the big 
affair in Chicago last month—and 
especially strong in numbers were 
the representatives of department 
and hardware store merchants, man- 
agers and buyers of the radio de- 
partments. 

It would be next to impossible to 
give you a picture of how keenly the 
department and hardware store rep- 
resentatives supported the radio 
manufacturers’ convention but we 
believe that it is of interest to say 
that the Associated Merchandising 
Corporation, representing a group of 
seventeen of the largest department 
stores in the United States, doing a 
volume of business running into 
many millions of dollars, sent four- 
teen delegates to Chicago to repre- 
sent their radio interests, among 
whom were E. K. Andrew, Jr., 
Pierce J. Aubry, F. R. Brachhold, H. 
C. Britts, Frank Butler and T. A. 
Dixon. 

From individual stores were H. J. 
Berger of the Berger Department 
Store; Robert Bonde, William Law- 
son and E. R. Mitten of Jordan 
Marsh Co., Boston, Mass.; J. H. 
Blinn of the Denver Dry Goods Co., 
Denver; R. C. Euchenhofer of 
Lazarus Department Store, Colum- 
bus, Ohio; R. H. Frey, John Wana- 
maker New York Store; E. S. 
Goldstein, Kaufman’s Department 
Store, Pittsburgh; Newton J. Hale, 
Hale Bros., San Francisco; Roy 
Oliver, Rorabaugh-Brown Dry Goods 
Co., Oklahoma City, and J. S. Laurie 
of Scruggs, Vandervoort Barney Co., 
St. Louis. 

From the hardware field we dis- 
covered N. G. Ballantyne of Drake 
Hardware Co., Burlington, Iowa.; T. 
J. Brown of Geller, Ward & Hasner 
Hardware Co., St. Louis; H. A. Dowe 


of Marshall Wells Co., Duluth; R. R. 
Enoch of Wayne Hardware Co., Ft. 
Wayne, Ind.; Bob Egan of Smith 
Bros. Hardware Co., Columbus, 
Ohio; E. Foskett, Albany Hardware 


@ 


Radio Trade Show 


CONVENTIONS 
IN PROGRESS 


Radio Manufacturers Association 
Federated Radio Trade Associa- 
tion 
National Association of Radio 
Writers 
Radio Magazine Publishers 
Association 
Dates—June 13 to 17 
REGISTRATION 
1800 Manufacturers and employ- 
ees 
2700 Jobbers and employees 
9900 Dealers and employees 
400 Trade journal and news- 
paper men 
260 manufacturers combined in 
the display of their lines for the 
exclusive trade showing. THE 
PUBLIC POSITIVELY WAS 
NOT ADMITTED TO THIS 
CONVENTION. 
Twelve special trains carried 
more than three thousand dele- 
gates to Chicago. ' 


@ 


& Iron Co., Albany, N. Y.; C. T. 
Godd, Garver Hardware Co., Des 
Moines, Iowa; Geo. J. Given, Lee 
Hardware Co., Salina, Kans.; J. H. 
Goodson of the Moore-Handley 
Hardware Co., Birmingham, Ala., 
and hundreds of other representative 
merchants and buyers of every sec- 
tion of the United States. 

“The actual attendance of over 
14,000 representatives of the radio 
industry, more than doubled the ex- 
pectations of the management but 
due to the expert showmanship and 
ability of G. Clayton Irwin, who di- 
rected the Trade Show, arrange- 
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The Man Who Knows 











ments for the show committee, 
headed by Herbert H. Frost, and the 
detailed management of all conven- 
tion matters by L. S. Baker, execu- 
tive vice-president, and M. F. Flana- 
gan, executive secretary, of the 
Radio Manufacturers’ Association, 
there wasn’t a hitch in the entire 
week’s program. 

Great enthusiasm was displayed 
and according to the 260 exhibiting 
manufacturers, the interest shown in 
the various merchandise lines by 
jobbers and dealers, together with 
actual orders taken, indicate a great- 
er radio season for the retailer than 
in previous years. One sales man- 
ager displayed a bona fide order for 
five carloads of receiving sets, while 
another showed a single order for 
32,000 cone loud speakers. On all 
sides enormous sales claims were 
spoken of in authoritative tones and 
even discounting them as_ being 
somewhat exaggerated, the actual 
business will run into many hun- 
dreds of thousands of dollars. 

It would be very easy to go on and 
give you a word pi@ure of things as 
they happened during the convention 
week, but I think that you are more 
interested in reading something 
about the new lines of merchandise 
and how, in our opinion, you can line 
them up to profitable advantage in 
your own business during the com- 
ing season. 

Let me start by saying that as far 
as I could see there was nothing that 
could be called a radical change in 
sets, tubes, batteries, eliminators, 
parts or accessories. Naturally all 
of these things had refinements over 
last year’s production and I wouldn’t 

(Continued on page 50) 
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Somebody Must Think 
Because the Washing Machine Can’t 


Perhaps the salesman can think enough to get the woman to think 


ing at a toaster! She came 

in to demand that we take 
back her washing machine. I told 
her how to wash overalls and she is 
going to give us another trial. 

“If she washes the overalls as I 
told her, she will be happy with her 
machine. If she comes back with 
another complaint, I will send the 
salesman who sold the machine to her 
house and he will wash the overalis 
once. Then she will be sold right 
and will certainly be satisfied.” 

The speaker was the manager of a 
washing machine department in a 
large store. He was answering a 
question as to difficulties in selling 
washing machines. The question 
was very general, for we thought this 
man grasped the situation and we 
meant he should cover it. 

“There is no trouble with washing 
machines today,” he continued. “The 
trouble is all with the human element 
—the men who sell them and the 
women who use them. Women are 
too ready to believe that electricity 
is a wonder worker and you can 
wash clothes like turning on a light. 
Salesmen are much too apt to let 
them think that. 

“Most washing machines go out 
and we never hear of them again. 
Once in a while a gear wheel or a 
shaft will break, but not often. Some- 
times there is trouble with a motor. 
Again not often. More frequent 
than either of these is trouble with 
the electrical connection, a mis- 
treated cord, a bad socket or some- 
thing of that kind. 

“Common sense is needed in the 
investigation of these complaints. 
Common sense is the best guide in 
correcting them. Fuses, plugs, cords, 
connections and such like are easy, 
if the investigator has common sense. 
Our truck drivers can correct many 
complaints. Common sense to find 
the error, courtesy to correct it, 
makes a 99 per cent service job. 

“Really, our most frequent com- 
plaint comes from mistaken ideas 


v6 . EE the woman over there look- 
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about how to wash. A fair number 
of women, it seems, have always be- 
lieved that hot water was one ans- 
wer to good ashing. 

“Because they have had to wash 
with their hands, they have used 
water of fairly mild temperature. 
When they get the machine and do 
not have to put their hands into the 
water, they use it hot and—of course 
—the washing results badly. 

“Take the case of the woman and 
the overalls. Her husband is an 
automobile mechanic. When they 
bought the washing machine, they 
felt they must save the money they 
had been paying for overall Jaundry. 
The salesman told her she could do 
the job. She was one of those who 
mussed up the washing with hot 
water. We corrected that. Now 
she comes to complain about the 
overalls. I told her where she could 
get a washing powder that would do 
that job. She promised to get it 
and use it like I told her and accord- 
ing to the printed directions. If she 
does, the machine stays sold. If she 
don’t, we will have to make another 
demonstration. 

“This woman is not average. She 
is a dumbell about housework. Most 
women are not. Some may not know 
much else, but they do know house- 
work. Our task is to impress them 
that electric appliances are labor sav- 
ing devices, not wonder working 
tools—that appliances do not think.” 

This presentation of the situation 
is not new but it is ever and always 
a prominent one. There are new 
dealers, new salesmen and new 
women in the situation constantly. 
Every new salesman tries to im- 
prove on the methods of selling. 
He seeks new and catchy selling 
phrases. He seeks new “facts” and 
uses them until he realizes the old 
ones are best. 

Several years ago the American 
Washing Machine Manufacturing 
Association published a series of 
bulletins under the collective title 
“Laundering at Home.” The series 
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is out of print but every manufac- 
turer should make a part of the in- 
formation in these bulletins a part 
of the instructions to his salesmen. 

The writer stopped here to look 
through a 100 page merchandising 
book published for salesmen and deal- 
ers by the makers of an excellent 
washing machine. There is a won- 
derful presentation of the firm itself, 
its marvelous development, the parts 
makers and their products, the sam- 
ple advertisements and other sales 
helps; how to get prospects and other 
things but not a word about what to 
“tell the woman who buys one.” 

Dealers should demand this in- 
formation, specially printed for dis- 
tribution among owners and pros- 
pects. 

We examined two more sales books, 
less pretentious, and found nothing 
on how to use the machine. 

The necessary directions are 
simple: 

The clothing must be divided 
according to textiles, as al- 
ways. 

For best results, borax or 
other water softener must be 
used. 

Water should be warm, not 
hot. 

Soaking is not necessary, but 
as desirable as before ma- 
chines. 

If water softener is not used, 
soap is likely to curdle, making 
stains. 

Good soaps must be used, ac- 
cording to directions. Cheap 
soaps are poor economy. 

Naphtha soaps never work 


in hot water—the naphtha 
evaporates. It is a cold water 
soap. 


Overalls and rayon cannot be 
washed at the same time. 
What six-sheet capacity 
means— full means FULL. 
Machines do not think. 
Principles of good washing 


are not changed by the ma- 
chine. 
Agitation of water and 


clothes merely replaces the rub- 

bing on washboard. 

It is poor selling that requires ser- 
vice. Poor selling is usually lazi- 
ness or dishonesty. 





Hundreds of Merchants 
See Radio Trade Show 


Hardware and department store buyers among those 
who take advantage of opportunity to 
select lines for next season. 


By Arthur Sinsheimer, Radio Editor 


VERYBODY that’s anybody 
'% in radio that could possibly 
i make it, attended the big 
affair in Chicago last month—and 
especially strong in numbers were 
the representatives of department 
and hardware store merchants, man- 
agers and buyers of the radio de- 
partments. 

It would be next to impossible to 
give you a picture of how keenly the 
department and hardware store rep- 
resentatives supported the radio 
manufacturers’ convention but we 
believe that it is of interest to say 
that the Associated Merchandising 
Corporation, representing a group of 
seventeen of the largest department 
stores in the United States, doing a 
volume of business running into 
many millions of dollars, sent four- 
teen delegates to Chicago to repre- 
sent their radio interests, among 
whom were E. K. Andrew, Jr., 
Pierce J. Aubry, F. R. Brachhold, H. 
C. Britts, Frank Butler and T. A. 
Dixon. 

From individual stores were H. J. 
Berger of the Berger Department 
Store; Robert Bonde, William Law- 
son and E. R. Mitten of Jordan 
Marsh Co., Boston, Mass.; J. H. 
Blinn of the Denver Dry Goods Co., 
Denver; R. C. Euchenhofer of 
Lazarus Department Store, Colum- 
bus, Ohio; R. H. Frey, John Wana- 
maker New York Store; E. S. 
Goldstein, Kaufman’s Department 
Store, Pittsburgh; Newton J. Hale, 
Hale Bros., San Francisco; Roy 
Oliver, Rorabaugh-Brown Dry Goods 
Co., Oklahoma City, and J. S. Laurie 
of Scruggs, Vandervoort Barney Co., 
St. Louis. 

From the hardware field we dis- 
covered N. G. Ballantyne of Drake 
Hardware Co., Burlington, Iowa.; T. 
J. Brown of Geller, Ward & Hasner 
Hardware Co., St. Louis; H. A. Dowe 


of Marshall Wells Co., Duluth; R. R. 
Enoch of Wayne Hardware Co., Ft. 
Wayne, Ind.; Bob Egan of Smith 
Bros. Hardware Co., Columbus, 
Ohio; E. Foskett, Albany Hardware 
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Radio Manufacturers Association 
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National Association of Radio 
Writers 
Radio Magazine Publishers 
Association 
Dates—June 13 to 17 
REGISTRATION 
1800 Manufacturers and employ- 
ees 
2700 Jobbers and employees 
9900 Dealers and employees 
400 Trade journal and news- 
paper men 
260 manufacturers combined in 
the display of their lines for the 
exclusive trade showing. THE 
PUBLIC POSITIVELY WAS 
NOT ADMITTED TO THIS 
CONVENTION. 
Twelve special trains carried 
more than three thousand dele- 
gates to Chicago. ' 
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Godd, Garver Hardware Co., Des 
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Hardware Co., Salina, Kans.; J. H. 
Goodson of the Moore-Handley 
Hardware Co., Birmingham, Ala., 
and hundreds of other representative 
merchants and buyers of every sec- 
tion of the United States. 

“The actual attendance of over 
14,000 representatives of the radio 
industry, more than doubled the ex- 
pectations of the management but 
due to the expert showmanship and 
ability of G. Clayton Irwin, who di- 
rected the Trade Show, arrange- 
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ments for the show committee, 
headed by Herbert H. Frost, and the 
detailed management of all conven- 
tion matters by L. S. Baker, execu- 
tive vice-president, and M. F. Flana- 
gan, executive secretary, of the 
Radio Manufacturers’ Association, 
there wasn’t a hitch in the entire 
week’s program. 

Great enthusiasm was displayed 
and according to the 260 exhibiting 
manufacturers, the interest shown in 
the various merchandise lines by 
jobbers and dealers, together with 
actual orders taken, indicate a great- 
er radio season for the retailer than 
in previous years. One sales man- 
ager displayed a bona fide order for 
five carloads of receiving sets, while 
another showed a single order for 
32,000 cone loud speakers. On all 
sides enormous sales claims were 
spoken of in authoritative tones and 
even discounting them as_ being 
somewhat exaggerated, the actual 
business will run into many hun- 
dreds of thousands of dollars. 

It would be very easy to go on and 
give you a word pi@ure of things as 
they happened during the convention 
week, but I think that you are more 
interested in reading something 
about the new lines of merchandise 
and how, in our opinion, you can line 
them up to profitable advantage in 
your own business during the com- 
ing season. 

Let me start by saying that as far 
as I could see there was nothing that 
could be called a radical change in 
sets, tubes, batteries, eliminators, 
parts or accessories. Naturally all 
of these things had refinements over 
last year’s production and I wouldn’t 

(Continued on page 50) 








. 
s 
PS: 4 
a 














Somebody Must Think 
Because the Washing Machine Can’t 


Perhaps the salesman can think enough to get the woman to think 


ing at a toaster! She came 

in to demand that we take 
back her washing machine. I told 
her how to wash overalls and she is 
going to give us another trial. 

“If she washes the overalls as I 
told her, she will be happy with her 
machine. If she comes back with 
another complaint, I will send the 
salesman who sold the machine to her 
house and he will wash the overalls 
once. Then she will be sold right 
and will certainly be satisfied.” 

The speaker was the manager of a 
washing machine department in a 
large store. He was answering a 
question as to difficulties in selling 
washing machines. The question 
was very general, for we thought this 
man grasped the situation and we 
meant he should cover it. 

“There is no trouble with washing 
machines today,” he continued. “The 
trouble is all with the human element 
—the men who sell them and the 
women who use them. Women are 
too ready to believe that electricity 
is a wonder worker and you can 
wash clothes like turning on a light. 
Salesmen are much too apt to let 
them think that. 

“Most washing machines go out 
and we never hear of them again. 
Once in a while a gear wheel or a 
shaft will break, but not often. Some- 
times there is trouble with a motor. 
Again not often. More frequent 
than either of these is trouble with 
the electrical connection, a mis- 
treated cord, a bad socket or some- 
thing of that kind. 

“Common sense is needed in the 
investigation of these complaints. 
Common sense is the best guide in 
correcting them. Fuses, plugs, cords, 
connections and such like are easy, 
if the investigator has common sense. 
Our truck drivers can correct many 
complaints. Common sense to find 
the error, courtesy to correct it, 
makes a 99 per cent service job. 

“Really, our most frequent com- 
plaint comes from mistaken ideas 
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about how to wash. A fair number 
of women, it seems, have always be- 
lieved that hot water was one ans- 
wer to good ashing. 

“Because they have had to wash 
with their hands, they have used 
water of fairly mild temperature. 
When they get the machine and do 
not have to put their hands into the 
water, they use it hot and—of course 
—the washing results badly. 

“Take the case of the woman and 
the overalls. Her husband is an 
automobile mechanic. When they 
bought the washing machine, they 
felt they must save the money they 
had been paying for overall laundry. 
The salesman told her she could do 
the job. She was one of those who 
mussed up the washing with hot 
water. We corrected that. Now 
she comes to complain about the 
overalls. I told her where she could 
get a washing powder that would do 
that job. She promised to get it 
and use it like I told her and accord- 
ing to the printed directions. If she 
does, the machine stays sold. If she 
don’t, we will have to make another 
demonstration. 

“This woman is not average. She 
is a dumbell about housework. Most 
women are not. Some may not know 
much else, but they do know house- 
work. Our task is to impress them 
that electric appliances are labor sav- 
ing devices, not wonder working 
tools—that appliances do not think.” 

This presentation of the situation 
is not new but it is ever and always 
a prominent one. There are new 
dealers, new salesmen and new 
women in the situation constantly. 
Every new salesman tries to im- 
prove on the methods of selling. 
He seeks new and catchy selling 
phrases. He seeks new “facts” and 
uses them until he realizes the old 
ones are best. 

Several years ago the American 
Washing Machine Manufacturing 
Association published a series of 
bulletins under the collective title 
“Laundering at Home.” The series 
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is out of print but every manufac- 
turer should make a part of the in- 
formation in these bulletins a part 
of the instructions to his salesmen. 

The writer stopped here to look 
through a 100 page merchandising 
book published for salesmen and deal- 
ers by the makers of an excellent 
washing machine. There is a won- 
derful presentation of the firm itself, 
its marvelous development, the parts 
makers and their products, the sam- 
ple advertisements and other sales 
helps; how to get prospects and other 
things but not a word about what to 
“tell the woman who buys one.” 

Dealers should demand this in- 
formation, specially printed for dis- 
tribution among owners and pros- 
pects. 

We examined two more sales books, 
less pretentious, and found nothing 
on how to use the machine. 

The necessary directions are 
simple: 
The clothing must be divided 


according to textiles, as al- 
ways. 
For best results, borax or 


other water softener must be 
used. 

Water should be warm, not 
hot. 

Soaking is not necessary, but 
as desirable as before ma- 
chines. 

If water softener is not used, 
soap is likely to curdle, making 
stains. 

Good soaps must be used, ac- 
cording to directions. Cheap 
soaps are poor economy. 

Naphtha soaps never work 


in hot water—the naphtha 
evaporates. It is a cold water 
soap. 


Overalls and rayon cannot be 
washed at the same time. 

What six-sheet capacity 
means— full means FULL. 

Machines do not think. 

Principles of good washing 
are not changed by the ma- 
chine. 

Agitation of water and 
clothes merely replaces the rub- 
bing on washboard. 

It is poor selling that requires ser- 
vice. Poor selling is usually lazi- 
ness or dishonesty. 





More Than 100 Electric Refrigerato 


Crowds throng the John Wanamaker Exhibit all week and 
many prospects are on books despite heavy sales 


ORE than 100 electrical re- 
M frigerators sold during a 
seven-day show is the amaz- 

ing record made by the John Wana- 
maker New York store in early June. 
Of course, when E. R. Meserve, 
the electrical goods buyer, proposed 
the show to his store associates, he 


expected and promised some out of 
the ordinary results. But he did not 
expect all that happened. Nor was 
he alone in his surprise. New York 
managers for the dozen refrigerator 
makers asked to participate voiced 
their expectations at a luncheon 
given previous to the exhibition. 


.., Nationally Known Anthecition on.” eae 
Home Economics and Refrigeration ret 


Speaking Daily at 2:30 in the 


” ELECTRIC REFRIGERATOR SHOW. 


SATURDAY, JUNE 4th 2:30 
OPENING 


Introduction of Miss Fisher, 
by Anne Pieyee 


- —How it wi =) 


KATHERINE A. FISHER, Director 
Good Housekeeping Institute. 


G. ¥. ALDER, ing Engineer, 
Good Housekeeping Institute. 
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MONDAY, JUNE 6th at 2:30 


Some Inside Facts About 
Electrical Refrigerators 
—How to Cooperate with Them 


ANNE PIERCE, Consulcant on Foods 
and Household Ne 


-]| VICTORIA CARLSSON, Instructor 

and Research Assistant in hip 

hold Arts; Teachers’ College, 7% t.. 
._ Columbia University, §- . 
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TUESDAY, JUNE 7th at | 
How to Put Away Your. : 


Where to Put Different Foods, 
What to Put Them inand Why. 






WEDNESDAY, JUNE 8th 
at 2:30 


Refrigerate the Baby's 
Milk — A Good 
as Child 
Health Insurance 


M. E. PENNINGTON, Na- 
tionally Known Scientist 
and Consultant on Re- 


THURSDAY, JUNE 9th 
at 2:30 
. What Our Readers Ask Us 
Electrical Refrigerators 

FLORENCE BROBECK, 
Eduor New York Herald 
Tribune Institute. 

Home Making of the Future 


EDITH M, BARBER, Food 
Column Editor, New 





ork § 





SATURDAY, JUNE 11) 


FRIDAY, JUNE 10th bi 
ai 2:30 aes Se 
Cookery Laboratory and i 
5 Home— What It Costs to - 
ISABEL ELY LORD, Editor | Run Oneand What You 
Benvtetes Cont Beek Get for Your Mouey 
of Household Science | DELLA T. LUTES, House * 
and Arts, Pratt Institute, Editor Modera 
Brooklyn. Presta “cad” batooe 





This program explains the practical side of the group demonstration. 


On Monday and Friday there was standing room only. 


After the 


talks, the women asked many questions of the salespeople. 
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These men had participated in 
electrical refrigeration shows  be- 
fore and believed they had a basis 
for estimating results. The most 
favorable prediction made at this 
luncheon was multiplied by four in 
the results. The fault in these pre- 
dictions was that they were based 
on shows given in other sorts of 
institutions and they  underesti- 
mated the drawing power and con- 
fidence of a name like that of the 
Wanamaker store. 

The number of sales does not 
properly state the show results. It 
does not tell of the number of ex- 
cellent prospects gathered by the 
salespeople for later sales. Neither 
does the number of sales tell of the 
people who came to see, were won 
to the new method of household re- 
frigeration and left, determined to 
buy when they had the money but 
did not leave their names. Many of 
these people are next spring’s pros- 
pects. 

The photographs do small justice 
to the exhibit. The decorations 
were the kind that do not show in 
photographs. A cool light blue sky 
was painted over the ample audi- 
torium, that seems to have been 
made especially for such a show but 
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Women show interest in new household marvel by 
sitting through practical talks by experts 


which is a permanent feature of the 
seventh floor of the new Wanamaker 
building and is the home of the elec- 
trical goods department. 

This sky was adorned with white 
stars of various sizes and the white 
paint had been liberally sprinkled 
with diamond dust, with the result 
of an impression of a frosty, winter 
night. The dozen groups of refrig- 
erators were arranged against this 
background, with ample room for the 
various types of each exhibit. 

The exhibitors were allowed to 
supply their own salespeople with 
the understanding that there would 
be no “knocking of competitors.” 
Store officials unknown to the sales- 
people and some of the many visit- 
ing merchants policed these sales- 
people and only two incidents of 
negative salesmanship were reported. 

In the center of the ring of ex- 
hibits were chairs for 250 people 
and a platform for the speakers. 
Programs were given each after- 
noon. On Monday and _ “Friday 
standing room was at a premium. 
On no day did the speaker complain 
of a lack of audience or inattention. 
The visitors were much in earnest. 

The prices ranged from $210 to 
$535 and some larger units will be 
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sold later on interest established 
during the show. The average sale 
was $305. The terms were those of 
the established Wanamaker Budget. 

“It was a wonderful display of 
interest,” says Mr. Meserve. ‘Most 
of the visitors expressed a deter- 
mination to buy sooner or later.” 

“Then why did not more buy 
during the show?” he was asked. 

“All of us interested in the show 
discussed that question very seri- 
ously and often,” he replied. “We 
came to the conclusion that rumors 
of price cuts within the next year 
are the chief deterent. People have 
heard much of automobile prices 
coming down when production grew. 
All believe that practically every 
householder will sooner or later buy 
an electric refrigerator. They are 
waiting for the leaders to assert 
themselves and gain _ production. 
Then they expect to buy cheaper— 
at a price they will feel they can 
afford to buy and also junk the old 
ice box.” 





This advertisement in three column 

wide space drew the people to the 

Wanamaker store to see and buy 
electric refrigerators. 
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Sold During a Seven Day Show 











Saturday, June 4 to Saturday, June Ul 


Electric 


Refrigerator 


Show 
AT THE y fous STORE 
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Absopure 
Belding-Hall Electrice 
Copeland 
Frigidaire 
General Electric 
Ice Maid 
Kelvinator 
Lorillard 
Rice 
Servel 
Universal Cooler 
Wellsbach 
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Electric Refrigeration 





as Pays for Itself 


time and money 





Special Payments During the Show 


10 Per Cent First Payment, Remainder 
Conveniently Extended 
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| You'll Want To Be Here Every Day! | 
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Home Dinners 
with Comfort 
of Restaurant 


UXURY of the electric fan ap- 
L peals instantly. As Mr. 
Chantler aptly phrased his 
caption in the next column, “We’re 
all Fans at Heart.” Everybody 
wants a fan; men to work under 
because it is more comfortable and 
increases the work capacity, women 
in the home because it makes for 
comfort in many ways. 

.Fans have sold readily and easily 
in offices and workshops for the sole 
reason that they increase the work 
capacity of those who are favored 
by the more comfortable surround- 
ings. 

In the home the sale has been 
slower, for home work is not on an 
efficiency basis. So many people (in- 
cluding many women) apparently 
think that a woman’s time and 
energy has no particular value as 
long as she is engaged in home 
tasks. 

So as we see it, the task is to 
convince the woman that the pur- 
chase of a fan is not a sefish ex- 
penditure. That it will have some 
economic value besides that of sav- 
ing her time and energy. There are 
dozens of such sales points and one 
of them is the headline for this 
column. 

Most people would rather eat at 
home on a hot, stuffy evening. But 
the food is mussy, the dining room 
is hot and uncomfortable, the lady 
of the house is hot and distressed 
and so the family goes out to din- 
ner. 

If the woman were in a home as 
well equipped with fans as the res- 
taurant, she could do the job as well 
as the restaurant; for fans help 
wonderfully in preparing, serving 
and consuming the meal. Then, 
too, if the family is going out to 
dinner, they will enjoy that dinner 
more if there are fans in the dress- 
ing rooms. 
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| ITS SURE GRAND! 




















BUT ITS ‘LUXURY— THATS 
WHAT IT 15 — LuxuRY! NO! 
No!l ICANT AFFORD IT. 

GET THEE BEHIND ME — 
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IT WILL DRY THE DISHES --THE 
WASH HUNG INDOORS IN BAD 
WEATHER. AIREATES THE 
REFRIGERATOR AFTER CLEANING. 
VENTILATES ANY ROOM IN THE 
HOUSE. A BLESSING IN THE SICK 
ROOM! "BLOWS-UP THE FURNACE 
IN MUGGY WEATHER. ET 
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I KNOW JUST WHAT YOU ARE 
THINKING — — NOW IF COOLING 
WERE ITS ONLY USE, YOU 
MIGHT CONSIDER IT AN EX- 
TRAVAGANCE.. BUT IT HAS 


OTHER USES, MANY OF THEM. 
FOR EXAMPLE, ~ — q 
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IF IT Witt DO ALL THOSE 
THINGS | GUESS | CAN 
AFFORD TO BVY IT. BUT 
LETS HAVE IT NOW--FOR 
WHAT IT WILL DO TODAY. 
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More Business 
Comes with an 
Open Display. 


ECENTLY the writer visited 
R a dozen or more hardware 

and department stores on a 
several days’ trip of some 500 miles. 
In all but one of these stores the 
housewares department was under- 
going radical changes. All of these 
changes were to place the merchan- 
dise more directly in front of the 
people and, wherever possible, within 
their reach. 

There is probably no disputing 
that during the summer months 
housewares do not sell in the volume 
as during the winter. Merchants 
who have careful records of business 
tell us that the big season (aside 
from Christmas) is in the fall, just 
after Labor Day. : 

So at this time, we think it is op- 
portune to print a message about dis- 
play. The idea is that while trade 
is not so brisk, you can plan for the 
busy season to come after vacations 
end. The time to push is, of course, 
when things are going. 

You want a fresh and adequate 
display to help things along in the 
fall. So this summer, if there comes 
a time when there are no customers 
around to bother you, work out your 
plans, rearrange your tables, get the 
merchandise out of the cases so that 
prospects can touch it and learn what 
it is like. 

Display is, today, the big point 
in merchandising. The leader among 
merchants is the man who is making 
the most of display. Good windows 
and good displays in the store are 
the points that make the specialty 
store attractive to many people. Dis- 
play in the specialty store is not so 
large a task as it is in the store 
with a large line. 

But by regarding each counter, 
each shelf and each window as a 
specialty store, the man or woman 
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_ $]5, FOR YOUR BEST SALES STUNT $]5, __ 





for publication on this page, and $2 each for each other idea 
We want short stories telling how you 
got people to examine your appliances or radio, and then what 
you did to put over the sale. Address the Editor. 


accepted for publication. 
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with a large line to sell can meet 
the specialty store on a competitive 
basis, with the advantage of having 
several specialty displays together. 
The idea is to make as complete a 
display of related merchandise as 
possible in each section of the store. 

Separate the job into units and 
you have the age-old story of the 
father with seven sons who could not 
break the seven sticks in a bundle, 
but who broke them easily one by 
one. Here is an actual experience, 
just to the point. 





From Slow to Fast 
By James Stuart Hill 


E tried an experiment in our 

store that changed some slow 
movers into fast movers almost 
over night. We planned the experi- 
ment for two weeks but it is still 
going. For years we had been show- 
ing our table appliances (by that I 
mean everything except toasters and 
irons) in a long show case so often 
referred to as a “silent salesman.” 

Silent was right. It was so silent 
that it seldom disturbed the silence 
by ringing the cash register. We 
rather took this as a matter of fact. 

Then, one day, we took percolators, 
tea kettles, waffle irons and similar 
merchandise out of the case and 
placed them on a table in an aisle, 
where people could handle them, feel 
them and look inside of them. 

We tagged each article as to price 
and purpose and on the back of each 
tag was put “See our test board.” 
This test board was a continuous 
demonstration of not only what the 
appliance would do, but how much 
current was required to do it. 
People would pick up a certain ap- 
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pliance and carry it to the test 
board to see its current require- 
ments. When any one will do this, 
the sale is practically made. 





Next we have a different ex- 
perience. The woman who sends it 
in has a strong selling instinct. Her 
customers are her friends: 


Smile and Sell 
By Mrs. E. G. Guthrey 
E. G. Guthrey, Malta Bend, Mo. 


EOPLE like to be recognized 

when they come into a store and 
here we try to know not only their 
names but something about about 
them. If a stranger comes in, I 
make it my business to find out 
about him. 

Our advertising is chiefly in our 
paper, “Bugler,” which we send to 
people of this and nearby communi- 
ties and it brings many people to us 
from a distance and these people feel 
that they know us. 

Not long ago a family of four came 
in—father, mother and two boys. 
They called nie by name, but I could 
not place them. I smiled a welcome 
and showed them over the store, 
telling them all about merchandise in 
the various departments like they 
were old friends who had been away 
for a time. Once they mentioned a 
certain residence and then I had my 
clue. 

They left with their arms full of 
goods and I made it my business to 
inquire about who lived in the house 
that had been mentioned. Of course 
I found out and when they came back 
to the store, I could use their name 
as freely in conversation as they 
could mine. 
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Convention Resolution 


ECENTLY many conventions of direct interest 
R to electrical appliance and radio merchants 
have convened. At these conventions trade 
practices were discussed and resolutions passed. 
These resolutions may or may not mean much in 
business immediately. They do, however, indicate 


how leaders are thinking. It is one thing to pass a’ 


resolution, another to get business on the plane of 
that resolution. We must all have patience. Every 
merchant knows how difficult it is to break a sales- 
force into a new policy. It is more difficult to break 
an industry of bad habits. The conventions pass the 
resolutions, but the individual companies must make 
them effective. 


Success of the radio standardization movement 
is simplifying the job of the radio accessory mer- 
chant. 


“Tt Is Up To Us” 


E. DAVIDSON, former president of the Na- 
J tional Electric Light Association, speaking as 
® chairman of the Commercial National Section be- 
fore the recent convention, said: “I believe that you 
should endeavor to interest merchants handling elec- 
trical goods in our coordinated advertising program 
and cooperate with them by regularly informing them 
of your merchandising sales plans. * * * We 
have made a gesture to these competing merchants. 
Now it is up to us to show them that we are serious in 
our interest.” Perhaps a practical form of cooperation 
would be to invite merchant associations to sit on the 
formation of the plans. 
Radio accessories form more than half of the 
total radio market, and as the volume grows the 
stock requirements decrease. 





In the Builders’ Department 


EPORTS reach us of some successful selling 
R of electrical refrigerators and ranges through 
the builders’ hardware department. In this 
department, these articles are shown to the people 
who are planning a new home along with other neces- 
sities and sales are easily made then. The profit is 
better than on the more competitive lines that go into 
new homes. 


One estimate is that 5,000,000 radio receivers 
are in operation in this country. 


Are You Selling Fixtures? 


IGHTING fixture dealers are invited to join the 
L Dealers’ Division of the Artistic Lighting 
Equipment Association. The test of eligibility 

is that the dealer be a legitimate merchant and carry 
a stock of fixtures. Dues have been made quite rea- 
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sonable. The association is making a strong effort 
to bring order into this industry—where there is 
need of order. All branches of the business form this 
association and much progress is reported. We sug- 
gest that dealers who have the good of the trade in 
mind consult the association management by person 
or letter at 420 Lexington Avenue, New York City. 

Most of these receiver owners require battery 

replacements at frequent intervals. 





“Sales Enough for All” 


F. KELLY, president of The Fair, the large 
D Chicago store, in his talk before the recent 
© N. E. L. A. convention, said: “The up-to- 
date department store recognizes that there is busi- 
ness enough for both the large and small dealers. 
Admiral Schley is quoted as having said to Admiral 
Sampson after the battle of Santiago, ‘There is glory 
enough in it for us all.’” Mr. Kelly was asking the 
electrical men present to merchandise their wares in 
such a way that the department stores could help 
them do the job in a big way. 

Have you ascertained how many of your regular 
customers are radio receiver owners to get figures 
on your possible battery and tube market possi- 
bilities? 


Clouding the Issue 


E certainly hope that just when electrical 
\ \ refrigeration is getting a hold on public at- 
tention that dealers will not be led away from 
a policy of legitimate merchandising by the policy re- 
cently announced by one manufacturer. This com- 
pany, it seems, has arranged for the manufacture of 
a set of silver dishes which are called accessories. 
We can easily see, if dealers and other manufactur- 
ers of electrical refrigerators follow this move, that 
the selling of electrical refrigeration will be lost in 
the confusion of premiums. 
One merchant who prides himself that he “is not 
in the radio business” is doing $200 a month in 
radio dry batteries. 


A Change in Radio 


T the recent Radio Manufacturers’ Association 
A Convention and Trade Show several speakers 
declared that in their opinion radio had reached 
a buyers’ market stage. This means that the seller 
must meet the wants of the buyer and frantic people 
will not run about town looking for any radio re- 
ceiver that can be delivered. It means that many 
mercantile adventurers will quit the business, for 
these men do not like hard work or hard thinking. It 
means that the legitimate merchant will have his in- 
nings and profits. 











$15 For the Best Title for this Picture $15 


1—Contest closes August 31. 

2—Contestants must be connected with retail sales of 
appliances, or radio. 

38—-Print your name plainly, address, store you are 
connected with and position occupied. 

4—In case of tie each contestant will receive $15. 


ee . 
N. Lazarnick Photo 


5—The winner will be announced in the second issue 
of the ELECTRICAL GooDs following this issue. 

6—The Staff of ELECTRICAL GOODS SECTION will be 
judges. 


SPECIAL—Please do not tear the page from this maga- 
zine. 


Address—Title Contest, ELECTRICAL GooDS SECTION, 239 West Thirty-ninth St., New York City. 
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HE two lamp displays shown here are very 

different, almost as different as can be, but 

they brought the same result—more lamp 
sales. 

On this page is shown a permanent display, 
on the opposite page a window display that for 
a time bid fair to be permanent. It was retained 
four weeks in a store where the rule is to retain 
a window display only one week. It was taken 
out then because the historical display in the 
center had been promised to another dealer. 

James Stuart Hill, in writing about the test 
board and lamp display, says that it instantly in- 
creased lamp sales and that the sales have stead- 
ily increased since its installation. The store had 
enjoyed a nice lamp business previously. 

The idea in building it was to show all types 
of incandescent lamps sold in the store. In this 
display, each lamp has its pigeon hole and can 
be lighted for the attention of the customer. To 
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save space and wiring complications, switches 
were not installed, but the lamps are given a half 
turn. They can be turned into light almost as 
quickly as by a switch. 

The display has a prominent place in the store, 
where the lamp customers will see other things 
electrical and the flame tints in the top row of 
pigeon holes are always lighted. So are the lamps 
on the display rack above the display case. These 
attract customers from the store traffic. 

Seasonal items, such as fans are display and 
always it is found that the portable lamps shown 
here go into increased sales during the display. 

Many customers ask for demonstration of the 
candelabra lamps and this gives an educational 
opportunity, for it is not difficult to turn on 
lamps of different wattage and explain them to the 
customer. 

The left side of the display is a test board for 
appliances. By the instruments on the board, 





of lamp displays, 


of which brought more business 
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customers are shown exactly how much current 
an appliance requires. 

Typewritten slips on the board carry all tech- 
nical information required. Each lamp is labeled 
for wattage, candle power, price and the rate 
formula is near the instruments. 

The photograph reproduced on this page is of 
a widow displayed by the Hammacher Schlemmer 
& Co., Fourth Avenue and Thirteenth Street, New 
York. The company has not been greatly inter- 
ested in incandescent lamps for any length of time, 
as the store is famous as more of a _ technical 
hardware store and among their business neigh- 
bors are department stores, electric shops and 
similar small stores where lamps are sold. 

But this window, built around the historical 
display loaned by the lamp manufacturer, by the 
store’s window display man, “stopped ’em dead” 
as the theatrical people would say. 

From the day the window was unveiled until it 
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was finally removed, it brought passersby to a 
standstill. Spectators shifted nervously from 
one foot to the other as indicative of their haste, 
but still they looked. The lamp sales in the store 
jumped immediately. 

The lamp counter was placed on the main aisle 
at the rear of the main salesroom. This aisle 
is the display space for housewares and personal 
hardware and the lamp customers learned much 
about the Hammacher-Schlemmer stock. Some 
of them stopped to buy and others came back. 

This store is only a few blocks distant from the 
general offices of the New York Edison Co. It 
‘aught the eye of Cyril Nast, the advertising man- 
ager for that company, and he caused the com- 
pany photographer to make this picture. Then 
Arthur Williams, vice-president in charge of com- 
mercial relations, sent the photograph to ELEc- 
TRICAL Goops that it might be reproduced for the 
encouragement of lamp dealers 





RADIO IS BETTER WITH BATTERY POWER 





Ei eready Layerbilt 

“B’ Battery No. 

486, the Heavy- 

Duty battery that 

should be specified 

for all loud-speaker 
sets. 


The Layerbilt patented 
construction — revealed. 
Each laver is an elec- 
trical cell, mak:ng auto- 
matic contact with its 
neighbors. 


For the best in radio, sell the Eveready Layerbilt 


LABORATORIES use batteries in 
delicate electrical tests. A 
radio set is one of the most 
sensitive electrical instruments 
ever devised. It does its best 
only on pure DC, Direct Cur- 
rent. Only batteries produce 
pure DC, steady, noiseless, 
unvarying, always the same. 
The electricity supplied by 
the power line in the average 
home generally is AC, Alter- 
nating Current, which cannot 
be used for “B” power. It 
can be changed into a wavy 
Direct Current which may be 
used in radio. But this does 
not give the entirely quiet, 
steady flow of pure DC which 
batteries provide and which 
is necessary for best radio 


reception. You do not have 
to be a scientist to realize 
these things; your ear reveals 
them to you. 

There are other advantages 
to batteries, also. They are 
reliable, under the user’s con- 
trol. No outside occurrences 
can stop reception. They are 
economical, provided the user 
buys the right size. 

Choosing the right size is 
easy—recommend the Heavy- 
Duty type on all loud-speaker 
sets. To give your trade 
maximum economy, sell the 
Eveready Layerbilt No. 486, 
for every test and trial has 
proved it to be the longest- 
lasting Eveready “B” Battery 
ever built, Its internal 
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construction mee it last 
longest of all. 

Radio is better with Battery 
Power, and the Eveready Lay- 
erbilt offers battery power in 
its most satisfactory, conve- 
nient, reliable and economical 
form. Order from your 
jobber. 

NATIONAL CARBON CO., Inc. 
New York San enscisco 


Atlanta Chicago Kansas City 


UCC 


Unit of Union Carbide and Carbon Corporation 





Tuesday night is Eveready Hour Night— 


8 P. M., Eastern Standard Time 
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Unit No. 18 
contains 12 Eveready No. 2604 cases 
and 6 Eveready No. 2631 cases 
Cost to dealer $11.30 
Retail value 17.10 
Dealer’s profit 5.80 


more of these 





Unit No. 16 


contains 6 Eveready No. 2616 cases 
Cost to déaler $4.68 
Retail value 7.20 
Dealer’s profit 2.52 








EVEREAD : Atlanta Chicago 


FLASHLIGHTS 
& BATTERIES ini corsice S3"e.0n cororation 








Unit No. 71 


contains 6 Eveready No. 2671 cases 
Cost to dealer $4.68 
Retail value ie 
Dealer’s profit 2 


Dealers everywhere write in for 


Eveready deals 


Just a month ago these deals were made available to 
all Eveready dealers. We had two reasons for doing 
this. First, our sales records showed that these three 
flashlights constituted over 90 per cent of the total 
volume of our business. Second, Unit 18 as a special 
deal had been offered before and had proved a big 
success. 

It was only logical to assume that the three lead- 
ing flashlights should be offered as three separate 
deals. That this basic idea was logical is now being 
proved. Dealers want these Eveready deals. Dea!ers 
everywhere! 

We believed that the turnover would be fast. 
Dealers tell us that it is. We believed that this small 
stock investment promised a more rapid turnover 
than many others. Dealers write us that this, too, is 
their experience. 

Are you stocked? Have you invested in these three 

units or any one of them? 


Order from your jobber today. 
NATIONAL CARBON Co., Ine. 
New York San Francisco 
Kansas City 


UCC! 


-they sell faster 
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Household Branches Encourage Appliance Trade 


As a part of the plan for proper 
representation to 3,000,000 people, 
three household branches have been 
opened, with more under considera- 
tion, under the direction of Chester 
A. Brown, household department 


WO years ago the peculiar 
conditions existing in Brook- 
lyn, the most populous bor- 
ough of Greater New York, con- 
vinced the management of A. I. 
Namm & Son that the time had 
come for that well-established de- 
partment store to enter the major 



























| J/OMEN seeing 
the familiar 
name “The Namm 
Store” in their 
neighborhood come 
in to ask what it . 
means. They are 
assured that it is 
merely a shopping 
convenience for 
them and they are 
welcome to call, 
yest and look at 
merchandise, just 
as in the main 
store downtown. 
And they do 





ALL salesmen 
‘4 work under 
The Namm Store 
rules and policies 
and must go 
through the store’s 
training course. 
Names are sup- 
plied from among 
those store cus- 
tomers who ex- 
press interest and 
from those gained 
through the home 
economic service, 
for which the 


store is sponsor 


electrical appliance business. 

Up to that time the store had 
been on a cash basis and a budget 
system was organized. This spring 


the store accepted the representa- 
tion for the General Electric re- 
frigerator for 
Queens. 


Brooklyn and 


merchandiser. One of the branch 
stores is pictured on this page. 


HE G. E. sym- 
“ bol on the store 
sign is recognition 
of the store’s fran- 
chise for the dis- 
tribution of the re- 
frigerator in this 
wideflung and pop- 
ulous_ territory. 
One of the stores 
is in the Half 
Moon Hotel on the 
famous Coney Is- 
land boardwalk, a 
most desirable ex- 

hibition place 





AJOR  appli- 

ances are spe- 
cialized in, as coun- 
ter trade is not en- 
couraged. The 
stores are at con- 
venient points and 
are open evenings 
to supply a place 
for demonstration 
and family exam- 
ination of refrig- 
erators, washing 
machines, cleaners 
and ironers that 
cannot be had at 

the main store 
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2new 


ACCESSOTIES 





The Dryer-Heater retails at 
$8.00 





Electrical Goods Section 


ONG ago the Premier Duplex 
proved itself in competitive 
tests to be the quickest and most 
thorough cleaner made. And now 
in adding these two new accesso- 
ries, it goes a step further and 
proves itself to be the most all- 
around useful cleaner as well. 


Wherever the new Floor Polisher 
and Dryer-Heater Accessories have 
been shown, they have been eagerly 
bought. Today every woman is 
anxious to have gleaming, bright 
floors in her home and with the 
Floor Polisher she can have them 
with but a few minutcs’ easy work. 
And with the new Dryer-Heater 
she can dry out damp clothes quick- 
ly, heat a room, and dry her hair 
after a shampoo. Here are two 
new accessories that women are 
sure to value. And you will value 
them, too. For rot only will they 
help you sell more Premier Duplex 
cleaners—sell them more quickly 
and easily—but also they will bring 
back your old Premier Duplex cus- 
tomers for additional buying. 


cpremier 


ELECTRIC VACUUM CLEANER CO., INC. 
Cleveland Ohio 
Manufactured and distributed in Canada by 


the Premier Wacuum Cleaner Co., Ltd., 
General Offices, Toronto, 
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sales points! 





The Floor Polisher retails at 
$10.00 





We would like to tell you more 
about these 2 new accessories. 
And if you are not already a 


Premier Duplex dealer, now is 
the time to find out about the 
franchise and get ready for the 
big Fall selling season. 


































Attractiveness of the display of the 
Electrical League of Cleveland to elec- 
trical appliance shopper is explained 
by these photographs. A diversity of 
models of appliances are shown and 
the visitor can linger, examine and 
ask questions as long as he or she de- 
sires without being asked to buy 


The League is impartial in its exhibi- 

tion for those manufacturers who con- 

form to requirements. When _ the 

visitor decides, she is given a list of 

merchants handling that line in Cleve- 
land. 
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Supplying Every Power 
Requirement of Radio 


The Sentinel A-B-C Completely Auto- 
matic Unit, shown at the right, is the 
complete and modern answer to the radio 
In this unit Sentinel 
engineers have scientifically combined the 
Sentinel Automatic “A” battery and the 
Sentinel Automatic B-C Power Unit into 
one compact, efficient master unit answer- 
ing completely the power requirements 
of any set. The price, as shown, is $79.50 
complete (Note the Beverly Model below). 


Sentine 


i AN cUnyey 


power problem. 


The First and Only Completely Automatic Power- 


The Sentinel B-C 
Power Unit furnishes 
both B and C voltage 
for any set, regardless 
ofthe numberof tubes, 
—80 mil. at 180 volts 
—approximately 50% 
reserve current for the 
average receiver. A 
never failing power 
supply. Price com- 
plete—$44.50. (See 
Beverly Model below.) 


‘ 
+ 


For those already 
equipped with “A” 
Battery and Charger 
(otherthantheTrickle 
type), the Sentinel 
Control Unit, illus- 
trated at the right, 
makes the A power 
supply completely 
automatic without the 
purchase of additional 
power unit equip- 
ment. Price $15.00. 


Sentinel Be 


The Sentinel Beverly 
models, pictured at 
the right, combine 
completely automatic 
units with meters 
which give absolute 
and accurate control 
of all plate voltages. 
The price of the 
Beverly A-B-C- Unit, 
shown at the extreme 
right, is $98.50. The 
price of the Beverly 
B-C Unit, adjacent, is 
$65.00. 








eve rly Models 
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The Sentinel Com- 
pletely Automatic“A” 
Power Unit, at the 
right, provides con- 
trol, charger and a 4 
or 6-volt battery all in 
one handsome com- 
pact case. This is not 
a Trickle Charger, 
butacompletely Auto- 
matic Socket Power 


Unit. Price $40.00. 


The Sentinel Auto- 
matic Control and 
Charger is designed 
for those already own- 
ing a good “A” bat- 
tery, but not possessed 
of a charger. This 
unit also makes the A 
power supply perma- 
nent and completely 
automatic. Price 


$29.50. 


-Units De Luxe— 





7 Radio Socket Power 


Unit Line 
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Complete Facts 


Write for Literature 


SENTINEL MEG. CO. -- 9705 Cottage Grove Ave. -- Chicago, IIl. 
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Water Heater 
Circulating Type 


Made of brass and copper. 

Attractively finished in 
gray lacquer. 

Insulated with wool felt. 

Unit of Nickel Chromium 
ribbon. 

Terminals—pure nickel. 

Wiring is in rigid con- 
duit. 

Automatic control. 

Also an immersion type. 
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435 Cleveland Ave., 


405 Lexington Ave., 
New York, N. Y 
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Popularity 
Brings Sales! 


When you stock a line of electric ranges and appli- 
ances, be sure you select the one that brings you rapid 
turn-over and adequate profits, the one that is in de- 
— and that your customers have been educated to 
ask for. 


In other words, stock 


&f7 ELECTRICS 


TRADE MARK 


Ranges and Appliances. 


The public has been educated to appreciate the superi- 
ority of L & H Electrics. Such outstanding better- 
ments as the Full Automatic Time and Temperature 
Controls and rust-proof, porcelain enamel finish, one- 


Piece, round-cornered ovens have endeared them to 
thousands of users. 
Easy sales — quicker turn-over — better profits — 


yours for the asking. See your jobber—or write us. 


Branches at 


2626 W. Washington Blvd., 


715 Bryant St., 
Chicago, Ill. 


San Francisco, Calif. 
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Our line of 
appliances 
includes: 


Curling Irons 
Electric Irons 
Heating Pads 
Water Heaters 
Table Stoves 
Hot Plates 
Reflector Heaters 
Air Heaters 
Waffle Irons 
Toasters 

Urn Heaters 


Wy A. J. LINDEMANN & HOVERSON CO. 
Milwaukee, Wis., U. S. A. 


1636—14th St., 
Denver, Colo. 


3 Sf GBAXx a 
: { rs wy > ay 
PED PRES 


























Electrical Goods Section 

















New Goods to Sell 


Splitdorf Cone Tone 


A new cone speaker has been in- 
troduced by the Splitdorf Radio Corpo- 
ration of Newark, N. J. The speaker 
is an elliptical cone and it is explained 
by the designer that the shape has a 
scientific value in that the elliptical 
cone “brings out the beauty of the 
high tones on the short diameter of 


bas PF a io 


ee) 





the eclipse and the sustained resonance 
of the deep tones on its long diameter.” 
There is a tension unit and another 
feature is that the every unit is gov- 
erned by the load of the diaphragm in 
conjunction with the magnetic unit, the 
effect is the tuning of the unit. The 
speaker finished in antique walnut is 
25 in. high and 22 in. wide. 





Improved New Gainaday 


known as the Im- 
just 


The new model, 
New Gainaday Washer, 


proved 
announced by the Gainaday Electric 
Co., Pittsburgh. Among the — fea- 


tures of the new washer the company 
calls particular attention to the follow- 
ing: Larger opening in top of cabinet 
emphasizing the increased size; nar- 
rower ring on tub giving full exposure 
to the tub; capacity of tub increased 
without changing size of cabinet or 


floor space required; corrugations 
supplementing baffles in the tub, in- 
creasing water action, improving ap- 


pearance and strengthening tub; swing 
of tub lengthened, increasing water 
action, and adding to speed of wash- 
ing; new cone made of copper, nickel 
plated which cannot corrode; ring on 
cabinet and lid, made of copper, nickel 
plated; one lid instead of two; belt 
guard—all moving parts protected. 











Crosley Receiver and Speaker 


A new six-tube receiving set, com- 
pletely shielded and made in two 
models, one for battery (No. 601) and 
one for lamp socket operation, (No. 
602) has just been placed on the mar- 
ket by the Crosley Radio Corporation, 
Cincinnati, Ohio. The model called the 
“Bandbox” is in a brown crystal metal 
cabinet, which is removable, adapting 
the receiver for use in art furniture 
models. The set has a single dial 
located behind the panel, the scale 
showing through the window and the 
dial is illuminated by a small electric 
light. In addition to the single knob, 
there is a switch for cutting the cur- 
rent on and off and two small trimmer 
condensers known as acuminators for 
sharpening the circuits when extreme 
range sensitivity and selectivity are 





desired. The company has also brought 
out three improved Musicones, one re- 
sembling a tilt-top table. This De 
Luxe model stands three feet high. 





Superior Electric Stoves 





The Superior Electric Products Com- 
pany, 1300 S. Thirteenth Street, St. 
Louis, Mo., recently introduced two 
stoves known as Nos. 25 and 25B. 
They are finished in black and nickel. 
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New Royal Rochester Appliances 


The Robeson Rochester Corporation, 
Rochester, N. Y.,-. displayed several 
new and attractive electrical appliances 
at the recent N. E. L. A. convention at 
Atlantic City. Two new series have 





been added to their line of Royalite 
Heatproof china ware, the Normandy 
Blue in Colonial Design and the Gol- 
den Pheasant, which is_ illustrated. 





Among the new items in nickel ware 
are the “Royal-Rochester” Waffle Iron 
and the Louis XIV Urn and Percola- 


tor Sets. The simplicity of the design 
of these appliances adds to their 
beauty. 


New One Minute Washer 


The One Minute Manufacturing 
Company, Newton, Iowa, recently an- 
nounced a new washer—Mode: 60. 
This new machine is a full size, full 
capacity electric washer, with copper 
tub, simple drive and improved type 
agitator. Latest wringer. The mode! 
is attractive in appearance and fea- 
tures simplicity—the entire driving 
mechanism is located under the tub and 
out of the way. The company also 
announces improvements in their mode] 
52—including a larger tub opening and 
advanced washing principle. This 
model will be continued. 























They’re all wild about the— 


Presto") 


Electric Vacuum Cleaner 


Dealers everywhere are reporting an unprecedented 








Get the demand for this new aid to home-cleanliness. 
Full Benefit Presto-Jr. is a real electric vacuum cleaner in 
of Our Big “whisk-broom” size. It does everything that any 
Advertising | other electric vacuum cleaner can do, and many 

Schudule things that the ordinary, large size cleaner cannot do. 
For 1927 No cumbersome attachments are necessary with 


Presto-Jr. The powerful, motor-driven brush digs 
in and gets imbedded dirt. Presto-Jr. advertising mat 
service and sales helps are furnished all Presto-Jr. 
dealers Free. Please ask for them. National adver- 
tising is constantly increasing the popularity of 
Presto-Jr.— a midget in size, but a giant for work. 











Write for a sample today— put it up on the counter where customers 
can see it. They’ll ask for demonstrations—and 
demonstrations mean sales. 


METAL SPECIALTIES MANUFACTURING CoO. 
338-350 North Kedzie Avenue 3 3 Chicago 
*‘STRICT JOBBER POLICY’”’ 
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Good 9 
So, ° o ietitute 
HOUSEKEEPING words 






Endorsed by 
Good Housekeeping 
Institute 






Gets in those 
“‘Hard-to-Reach”’ 
Spots 
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The Royal 


DOES 


The most exacting laboratory tests 
prove that Royal shows a higher 
standard of all-around excellence 
than any other cleaner made. 
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Royal has been 
approved by 
“Good House- 
keeping” continu- 
ously for 15 years 


That's Quality 


The P. p Geier Co. 
§$40-$60 East 105th St. 
Cleveland, Ohio 


Manufactured in Canada by 
Continental Elec. Co., Ltd. 
Toronto, Ont. 
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ELECTRIC CLEANER and POLISHER 
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Cleaner 


MORE 


The most severe competitive tests 
prove that Royai does more 
kinds of cleaning, faster, easier 
and more thoroughly than others. 
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————————————— 
Says William Deerr, of the 
Doerr Electric Co., 
Kitchener, Ont. 

Q (It took me a long time to get a 
vacuum cleaner that suited me, 
but in the end I got one (the 
Royal) that I could demonstrate 
against all comers and I had 
no trouble in making 
sales. Every customer that 
purchased a Royal cleaner 
was a booster for it and 
incidentally for the store, 
and that brought more 
business. 99 
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Double Impedance Amplification 
Units 


The Paragon Electric Corporation, 
Upper Montclair, N. J., recently placed 
on the market a double impedance 
amplification system the units being 
made in several models. No. 101 a 





Nos. 


impedance unit. 
202, 300 and 400 which are all triple 
double impedance units all of which 
contain three audio amplification de- 
vices in one block. No. 202 must be 
connected in practically the same man- 


single double 


ner as the single unit. No. 300 is pro- 
vided with complete wiring sockets and 
resistances, all shielded and _ tested. 
The audio part is suplied with ten 
leads of celastite wire each 12 in. in 
length. The output tip jacks are 
housed on the side of the shielded can. 
No. 400 is the same in appearance as 
No. 300 but is supplied with 7-strand 
cable instead of leads. 





Foote-Burt Electric Washer 


The F-B Agitator Electric Clothes 
Washer has just been introduced by 
the Foote-Burt Company, Cleveland, 
Ohio. Its most important feature is 
the new type drive replacing the rack 
and pinion washers, which produces the 
reciprocating movement of the agitator 
without the use of gears. A crosshead 
with spiral grooves slides up and down 
on the agitator drive shaft, the grooves 
corresponding with splines on_ the 
shaft. On the up stroke the agitator 
turns in one direction and is reversed 
on the down stroke. The spiral spline 
drive shaft is supported in the housing 
at top and bottom with ball thrust 
bearings and is provided with an ad- 
justment to keep it free from end play. 
The driving mechanism is inclosed and 
gears and bearings are flooded with oil. 
The agitator is of cast aluminum, with 
three large rounded fins, hollowed out 
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underneath and set about % in. from 
the bottom of the tub. Other features 
include: end mounted motor, worm and 
worm gear speed reduction in the mo- 
tor, safety friction clutch, automatic 
cutout switch, heavy copper tub, rigid 
frame, standard aluminum wringer. 





New Greene-Brown Power Units 


The new Greene-Brown 1928 line of 
Radio “A” and “B” power units, ex- 
hibited at the recent R. M. A. Trade 
Show, Chicago, IIl., operate from any 
make of gas-conduction type of tube, 
such as Raytheon, Q R S and others. 
The new model “B” 5-6-7 model is 
provided with six output voltage ter- 
minals, designated as B-224, 454, 
67+, 90+, and 135+ volts, making it 
suitable for all receivers using 1 to 7 





tubes, with maximum rated capacity, 
35 milliamperes at 135 volts. The new 
“B” Hi-Power model has six output 
voltage terminals; B-45+, 67+, 90+, 
135+, and 180+ volts. This model 
will operate receiving sets of 1 to 10 
tubes having heavy current draw not 
to exceed 55 milliamperes at 180 volts. 
Both units are housed in a _ green- 
enameled metal case and are equipped 
with control for all line voltage fluc- 
tuations. Sold complete with tube. 





New Electric Ranges 


The Federal Electric Company, 8700 
South State Street, Chicago, IIl., have 
announced a line of Federal electric 
ranges. Six models are being manu- 
factured three of the models, the Fed- 
eral Combination range, the Fedelco 
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and the Federal Special have three 
radiant type units on the cooking top, 
1-1500, 1-1250 watt and 1-1000 watt 
speed unit, baking and broiling oven 
with 2-1500 watt units; the Federal 
De Luxe, the Federal Champion, both 
full white enamel models and the Fed- 
eral Champion, semi-enamel, have four 
units on the cooking top, 1-1500 watt, 
1-1250 watt and 1-750 radiant type 
units and 1-1000 watt speed unit, bak- 
ing and broiling oven 2-1500 watt _units. 
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New Willard Power Unit 


A new product primarily a combi- 
nation of the Willard “A” power and 
its “B” power supply, with an auto- 
matic control to change from charger 
to current supply and vice versa as the 
radio set switch is turned on or off, 
has been brought out by the Willard 





Storage Battery Co., Cleveland, Ohio. 
The unit is assembled in a metal case 
finished in moss brown crystalline 
lacquer, 14% inches long, 11% inches 
wide and 9% inches high. A feature 
of the new unit is the inclusion of a 
“Super B” electrolytic rectifier that in- 
creases the plate potential to 180 volts 
at forty milliamperes. The manufac- 
turers’ claim that since few receivers 
nowadays, draw more than forty milli- 
amperes and most considerably less, 
the power tubes of the 171 type can be 
operated at full efficiency. A 135-volt 
tap makes the 112 tube equally avail- 
able. The “A” power unit and the “B” 
power supply introduced last year will 
be continued with a few additions and 
improvements. 


“New Day” Crystal Washer 


A new model electric clothes washer 
made with an extra size tub of heavy 
polished copper, nickel plated inside, 
has been brought out by the Crystal 
Co., Inc., 3733 Beaufait Street, Detroit, 
Mich. The gyrator principle of wash- 
ing is employed. Equipped with twelve- 
inch balloon rolls with safety release 
and long drain board. The company 
claims that there is no vibration and 
that the machine does not creep, crawl 
or dahce, the rigid three-point suspen- 
sion giving it perfect balance. 
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Small asa Whisk Broom 
—and Powerful as 
a Spring Cleaning! 


No need to tell you how fast a vacuum cleaner will sell 
that is as handy as a whisk broom in size and lightness, but 


which has a powerful enough suction to clean up the whole | 


house. 
All you need to do is to put it on your counter and let 
your customer feel its suction. Whether it’s going to be 





used for spring cleaning, for automobile upholstery, for cur- | 


tains, for draperies, for davenports, for rugs, or for clothes 
—the suction tells the story and does the trick. 

When they find they can get all that for $18.75 and that 
the power of this little cleaner is guaranteed by the famous 
Day-Fan motor, there’s nothing more to it but repeat sales. 

Better stock up quick. 
These cleaners are selling like hot cakes wherever they are 
shown. Summer is dust time and Day-Fan Cleaner sales 
time. 


RADIO: MOTORS: 
PRODUCTS 


DAY-FAN FANS 
Don't forget. The same constant running Day-Fan 
Motor that gives the Day-Fan Cleaner such powerful 
suction drives the big blades of Day-Fan Fans. 
That is why these fans have seven big talking- 
points. The biggest one on a hot day is ‘‘extra 
air delivery.’" Write us for the other six. 


DAY-FAN ELECTRIC Co. 
DAYTON, OHIO - U.S.A. 


For More Than 38 Years Manufacturers of 
High Grade Electrical Apparatus. 


FANS 
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Order through your jobber. | 











ie 
The Title Is 


“Desirable Connections” 
The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 


Mrs. J. E. Dunwody 


Buyer Housefurnishings and Electrical Appliances 
Chamberlin-Johnson-DuBose Co. 
Department Store 
Atlanta, Ge. 


NTERESTING figures on the lighting equipment in- 

dustry have been published by the Department of 
Commerce, summing up the manufacturing census of 
1926. The total value of equipment manufactured 
during 1926 was $240,373,608, an increase of 16.8 per 
cent over 1924. Eight hundred and eighty establish- 
ments reported in 1926 as against 720 in 1924. Here 
are some items that may be of interest to the merchant 
interested in housewares: 

Residence lighting fixtures: 


Ceiling or chandelier type............. $23,013,413 
WVGE OF DORCIRE TIDES. 66s ce ce seetscces 11,905,448 
ere rer eer 5,883,271 
NT CS 2 on ks owen cae hoa awe ss 7,419,682 
IN os a5 oss ees aa dae oe ae 4,773,824 
ee a CLG. bind kane ade ee kee 3,186,519 
EN no eae Wa eh Unb. oeled awe pss 658,228 
EY COME cn wegs ea wos ake e ee ee 991,827 
Candelabra and candlesticks........... 722,892 
vanterns and outdoor standards........ 3,270,293 
Shades for fixtures and lamps: 
eer ers bee ee 4,337,424 
Porcelain Be ers ee ee eee ena nye ee ee 45,751 
A ea rrr ee ee eer ee 8,111,962 
Pemer GOA marchmemt... 1... ss ccsccaes 1,877,231 
Groton end Other fabric... .. 6 .sccecas 910,358 
eR ON UNE 6. ore 4515 9:8 vi Sem > % & ie eles ale 624,719 


Sy, DO GOB i x. 6.06 ielncescvsawcveens 25,138 
Other glassware, not shades........... 323,424 


Most of these items show a distinct increase in busi- 
ness over the two year period; notable exceptions being 
in candelabra and candlesticks, boudoir lamps and silk 


shades. 





CLASSIFIED ADS 


$.50 per line, all headings 
-$6.00 per inch in box, aicplaya 











Manager Wanted 





Man to take charge of Electrical Appliance and Equipment and 
House Furnishing Department in large department store in Mis- 
souri. Splendid opportunity for the right man. Write giving full 
particulars. Box S-101, care of ELECTRICAL Goops. 

















Sentinel Socket Power Unit 


. A power A-B-C Completely Auto- 
matic Power Unit has been brought 
out by the Sentinel Manufacturing Co., 
4250 N. Western Avenue, Chicago, IIl. 





The single unit contains “A” battery 
and B-C power units. Metal case, fin- 
ished in black crackle Duco, with cord 
and plug attached. 


Mohawk One-Dial Receivers 


Six models comprise the new 1927- 
1928 line of radio receivers brought 
out by the Mohawk Corporation of Illi- 
nois, 2220 Diversey Parkway, Chicago, 
Ill. All models are six tube sets, 
shielded, A. C. electric or battery-op- 
erated interchangeable Drawer Units 
and wired for power tube use. The 
models are: the Cherokee, a_ table 
model 17% x 12 x 10% inches, battery 
operated; the Pawnee Consolette; Iro- 
quois (illustrated), Hiawatha and 
Cortes Consoles all have compartment 
for battery, with front removable 
panel, a built-in patented pyramid loud 
speaker with Burgundy red silk-backed 
grill, compartment accommodating Mo- 
hawk battery or Electric Drawer Unit. 
The Seminole Spanish Vargueno Con- 
sole, the most elaborate of the models, 
has a battery compartment on both 
sides of the set compartment, escri- 
toire compartments directly over set 
compartment, with especially designed 
hardware and hand tinted ornaments. 
The hardware filigree is backed with 
Castilian red velvet. This model also 
is equipped with pyramid loud speaker 
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and compartment accommodating Mo- 
hawk battery or Electric Drawer Unit. 
All sets are finished in walnut, and 
some are trimmed with curly maple. 
Equipped for electric operation, $100 
additional. Another recent model is 
the Chippewa, which also has a built- 
in speaker and battery compartment. 


New Model 10 Eureka 


The Eureka Vacuum Cleaner Com- 


pany, Detroit, Mich., has just an- 
nounced its new Model 10 Eureka 
Vacuum Cleaner. The machine has a 
14%-inch nozzle vented at the ends 


to permit entry of “free” air. The 
wheels are 2'% in. in diameter and are 
mounted as part of the fan case so 
that the nozzle which is locked on the 
fan case, can be removed and the at- 
tachment hose connected. A_ screw 
located on the rear wheel bracket 





allows the rear of the cleaner to be 
raised, thus lowering the nozzle to suit 
various carpet naps. The wheels have 
special bushings and require no oiling. 
Motor bearings are of special alloy 
known as “Agralite.” The motor hous- 
ing has been enlarged and with the 
motor assembled in it, is a complete 
unit, with both motor bearings located 
in the motor housing and its die-cast 
“closing” end plate. 





Hemco Transformer 





A new transformer of the combina- 
tion type has just been added to the 
line of bell ringing transformers 
brought out by George Richards & 
Company, 557 West Monroe Street, 
Chicago, Ill. It is mounted on a 4-inch 
square cover, punched to fit a 3%4-inch 
round box or a 4-inch square box. The 
cover is perforated and scored so that 
the rim can be knocked off to form a 
4-inch round cover. Equipped with a 
bushed knockout for drop cord installa- 
tion to the same outlet box. Furnished 
in single circuit secondary and three 
circuit secondary, 110 volts, 60 cycles. 
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New Utah Speakers 
Among the latest additions to the 
line manufactured by the Utah Radio 
Products Company, Chicago, IIl., is the 
No. 100 Cabinet Speaker. This model 





is of the horn type with a 9 foot air 
column. It is enclosed in a walnut 


cabinet 2712 inches wide, 36 inches 
high and 17 inches deep. The front 
grill is removable and batteries and 


accessories can be stored in the cab- 
inet. No. 101 is exactly similar to No. 


100 except that it is made 2% inches 





deeper to accommodate the Philco unit. 
Another model is the Utah No. 30 
Speaker, in natural finish walnut ve- 
neer front and back, carved with pea- 
cock grill design. 


“Housewarming” Special 

To celebrate the occupancy of their 
new factory, Landers, Frary & Clark, 
New Britain, Conn., are offering a 
“Housewarming” Special percolator 
set No. E940704, which will be with- 





drawn after Aug. 1. The set consists 
of a 7-cup capacity, nickel plated per- 
colator, sugar bowl and creamer, nickel 
plated outside and gold lined and a 
12-inch tray, nickel plated. 
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HOOVER ft 


“ IS A CONSTANT 
AND PROFITABLE 


ADVANTAGE ‘TO 
HOOVER DEALERS 
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~ LEADERSHIP 


for example: The 2 leading Hoover Dealers 
have sold to date an average of 


$3,202,153.56 each; the leading 5 have averaged $2,109,082.89 
each; the leading 10 sold $1,550,132.59 each; the leading 20 
sold $1,114,449.35 each — every Hoover sale being a dealer sale! 


THE HOOVER COMPANY 
NORTH CANTON, OHIO 
The oldest and largest makér of electric 
cleaners - The Hoover is also made 
in Canada, at Hamilton, Ontario 


tt RRC ® CghaserPrgune > 
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Bobbed Heads and 


Permanent Waves 


have greatly increased the 
demand for 


Hamilton Beach 
Hair Dryers 





No. 3 Retail Price Now $14.2° 


Enables any woman to dry her hair at 
home the Beauty Parlor Way. Just the 
thing for setting wave. 


The No. 3 is by far the most popular 
Hair Dryer made. Never before has it 
retailed for less than $18.50; Now it is 
priced at $14.90. Light, simple to oper- 
ate and absolutely reliable. Its old 
ivory finish harmonizes with any dress- 
ing table. Trigger switch gives cold or 
hot air. Stand permits freedom of both 
hands for massaging scalp while hair is 
drying. 

Get your share of this profitable business 
by being well stocked. Sold by repre- 
sentative jobbers everywhere. If you 
don’t know the one nearest you, write us 
for his name. 


Hamilton Beach Mfg. Co. 


Racine, Wis. 





Merchandising Proposal from the Central 
Stations 


(Continued from page 15) 


The “Dollar down and dollar a month” practice is 
uneconomical perhaps, but it has its origin in the 
central station effort to sell high grade appliances at 
higher prices against department store and drug 
store products and prices. 

We must bear in mind that a mass of our electric 
consumers have low earning power and limited bud- 
get to invest in appliances, and unusual terms are 
sometimes justified. However, extraordinary induce- 
ment in terms should not be offered except: 


(A) When no other dealers are in the local field to 
be affected and— 


(B) Where local dealers are effectively tied in to 
the selling campaign where the unusual terms are 
used, and the central station carries the account. 

We suggest twelve to fifteen months limit for 
financing with exception of appliances in the stage of 
market development. We believe with the exception 
previously noted, the point of the Hardware Associa- 
tion is well taken in the suggestion of $15 as the mini-. 
mum price for offering installments and a ninety-day 
limit on such payments. 

Initial payments on merchandise, with few excep- 
tions, should be a minimum of 10 per cent. Substan- 
tial initial payments should be encouraged. 

In all cases a carrying charge should be made for 
financing, commensurate with the cost of rendering 
the service. 


5. Non-electric merchandise should be sold with care- 
ful limitations. 

The lines of electric merchandise are limited, and 
this adversely affects the attendance at the electric 
shop. The addition of kindred lines is justified to a 
degree, especially when sold in conjunction with elec- 
tric appliances. The practice of selling other than 
electric lines should be adopted only after effort is 
made to broaden the electric lines to the fullest ex- 
tent. The electric department store is an advantage 
to the ¢entral station over the novelty shop. 


6. Whatever is in the public interest in our central 
station merchandising practice should prevail. 


We suggest the electric and non-electric trade get 
together locally for common understanding, and the 
active co-operation for merchandising in the public 
interest. Where Electric Leagues are established, the 
non-electric trade can be invited to join, or direct 
contact be made with other merchants selling electric 
devices. We have solicited our customers to join with 
us in ownership of the company. Why not solicit our 
commercial customers to aid us in marketing of electric 
service. 


This suggestion is reported here without comment 
and we will be glad to receive the opinion of any 
merchant — except on the point of who originated 
price and terms cutting raised under proposal 4. 
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6 Great Mohawk Features 


PAWNEE 
CONSOLETTE— 


With frontremovable 
panel battery compart- 
ment. Designed with- 
out built-in Loud 
Speaker. 


List $85. 
















Quicker / 
Sales . 


Mohawk, the Originator and the Pioneer in One 
Dial Radio, again this year has amazed the Radio 
world with values and features so far surpassing 
expectations, that the Mohawk line literally 

SEMINOLE SPANISH 


knows no competition. VARGUENO CON- 
Mohawk dealers, appreciating this fact, make Yf2hawk pyramid Loud 

greater profits because they make quicker sales! sae $245 

The masterful Mohawk line is easier to sell. In rinartate 

xe Other Mohawk models at 

it is embodied every element of sound value. 65, $120, $150 and $185. 


Listed below are the great features which are the For; G Electric Opera- 


Mohawk challenge to the industry. $109 sbove Bettery oper- 







{1} Radio’s most practical innovation—the exclusive 
Mohawk Interchangeable Drawer Unit outstrips competition as it cuts cost and lowers 
prices— yet allowing greater profits. Look at the Mohawk prices 

{2} Performance of Mohawk's 6 Tube Shielded One Dial set constitutes leadership 
in one dial achievement, because Mohawk is the Originator and the Pioneer in the one 
dial field. 

{3} Amazingly low price range offers complete line of fine values, ranging from $65 
to $245. Mohawk reaches every sales channel effectively. 

{4} Consoles of incomparable beauty, charming, smart, befitting the smartest appoint” 
ments. Note the deft cabinet work and the subtle grace of the consoles pictured. Mohawk 
combines luxuriously built furniture with the best mechanically and electrically con- 
structed Radio. 

{5} And, too— A.C. Electric operated sets available this year. Complete with acces- 
sories and here, too, amazingly low in price. 

{6} Unqualified factory support backs Mohawk sales with complete co-operation. The 
Mohawk Dealer Franchise stands a stalwart guardian — your sound substructure, on 


which to build a profitable business. Buildin g Th em B etter 
Write today for complete details of Mohawk’s invincible 1927-28 line. a se 
Mohawk values mean quick sales. Act now to profit Pricing Them Lower 
on your new season's business. Selling Them Faster 


MOHAWK CORPORATION 
OF ILLINOIS 
Established 1920—Independently Organized 1924 
2222 Diversey at Logan Blvd. 
CHICAGO 
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6 TUBES —SHIELDED 
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Just What You Need 


to supply the demand for a low- 
priced, quality electric fan. Made 
in three sizes, listing at $5.50, $7.00 
and $10.00, Eskimo Fans render a 
service way out of proportion to 
their cost. Jobbers and dealers 
everywhere have found that Eskimo 
Fans Make Friends and as a result 
are a profitable line to handle. 


Send in your order now or write for 
further particulars, discounts, etc. 


United Electrical Mfg. Company 
Adrian, Michigan 


Also Manufacturers of 
Kitchen Mechanics and Ventilating Fans 





Model 10, 8” Blades 
Retails at $5.50 














That point, we believe, is about as unimportant as 
which came first, the chicken or the egg. Besides we 
think we know. Any constructive criticism or state- 
ment of local conditions received by ELECTRICAL 
GoopDs will be brought to the attention of the N. E. 
L. A. General Merchandising Committee in the proper 
manner. The big question is:—Are merchants willing 
to co-operate under the proper conditions? We be- 
lieve they are.—The Editors. 





Radio Trade Show 


(Continued from page 20) 


hesitate to say that, on the whole, you will be able to 
give your customers better quality for price than has 
been possible heretofore. 

On all sides could be seen little refinements and 
changes in the cabinet work but there did not seem to 
by any one outstanding feature such as we have had in 
previous years. For instance, last year the great talk 
was about complete shielding. The year before were 
the straight line condensers. But this year, these things 
are taken for granted and the better sets do have proper 
shielding, latest condensers, good wiring and, in fact, 
everything that goes to make up a good product but 
there wasn’t so much talk about it. 

The manufacturers have come to realize that they 
must make a complete set with all the refinements they 
can possibly put into it. There will be no receivers 
getting by this year with simply one or two features 
stressed to importance and minor details neglected. 

As to loud speakers, the trend seems to favor the 
cone type, although some manufacturers see a return of 
the horn type among real dyed-in-the-wool radio fans. 

There seems to be a slight tendency toward lower 
prices among the loud speaker group. 

Of course there was much talk of A. C. operated sets 
and while there were quite a few on display and dem- 
onstration, it is really too early to state at this time 
just how good they will prove in regular factory pro- 
duction. I mean by this, that while there are some very 
good electric sets ready for the market, it isn’t reason- 
able to suppose that all of those exhibited at the show 
will stand up when they go into quantity production. 

Last year, you will remember, there were about a 
dozen complete electric jobs at the fall shows but by 
the end of the season there were only two or three that 
really stood up under actual use. I think that the 
makers have the A. C. operation of radio sets in hand 
much better this year than last, but I would advise 
careful investigation before making your selection. 

A and B battery eliminators of all sizes and types 
are plentiful and I would say that on selecting the line 
you will handle this season, the guarantee and relia- 
bility of the manufacturer are to be looked into. 

There were a few types of A. C. tubes on display, but 
as most of them were being shown for the first time, I 
would hesitate to give you an opinion until we have 
had time to get samples and actually test them in our 
laboratory. 

This doesn’t mean that we are not in a position to. 

















everything to assure profits 


highest quality in the tubes. : 


—made in our own plant, America’s 
largest devoted exclusively to radio 
tubes. ‘ - 
’ > e —with a guarantee that really protects 
Mack, symbole of “ ’ XN  & ae _ the jobber and dealer. 


turdy depend- > 
Seal Radio Tuves ~~ —backed by aggressive national adver- 


Pe i? = \\ \F __ tising, effective displays and ‘aids to 


Gold Seal = 
Radio Tubes 


ALL STANDARD TYPES 


GOLD SEAL ELECTRICAL Co. 











INCORPORATED FD Type GSX-201a P 
250 PARK AVENUE, NEW YORK Type GSX-171 Type GSX-213—Rectifiertube, The populargeneral pur- 
High powertubesforuse designed to accomplish full posetype,for amplifieror 
Jobbers—some valuable territory still open. inlast stageofaudioam- waverectificationofalternat- detector. Long life and 
Write for details of our attractive proposition. plificationgiveincreased ing current (a.c.) to direct high efficiency. 










volume List price $4.50 current(d c.) List price $5.00 List price $1.75 
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‘‘They Keep a-Running’’ 








Century 58-inch, 3-speed Ceiling Fan 
for A.C. and D.C. 


Superior Ventilation 


Century Ceiling Fans provide the most 
economical and satisfactory type of 
electric fan ventilation in all cases 
where varying temperature and humid- 
ity conditions prevail. They are espe- 
cially suited for restaurants, hospitals, 
stores and public meeting places. 


At normal speed they move an un- 

1 usually large volume of air—9300 
cubic feet per minute (50 and 60 
cycles). 


noiseless and so evenly distribute the 
air, at such moderate velocity, that 
any one may work comfortably under 
the fan throughout an entire day. 


2 At slow speed they are practically 


the most desirable volume of air for 
conditions encountered in the spring 
and fall. 


3 At intermediate speed they provide 


The Century Fan Line includes: 
Stationary 9-inch Portable, 1-speed switch in base, for A.C. 
Oscillating 9-inch Portable, 1-speed switch in base, for A.C. 
Oscillating 9, 12 and 16-inch, 3-speed Portable, for A.C. and D.C. 
Ceiling 58-inch sweep, 3-speed, for A.C. and D.C. 
Ventilating 16-inch, 3-speed, for A.C. and D.C. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 
Louis 


For More Than 23 Years at St. 










_Portable 

















advise you on these A. C. tubes to some degree, but it 
has always been the policy of ELECTRICAL GooDs to give 
nothing but authentic information concerning radio 
merchandise and we therefore would rather wait until 
we have the opportunity of testing these items before 
advising you concerning them. 

There were some statistics given out by the show 
committee concerning the displays and we give these to 
you here as an item of interest. The statistical report 
says that of the total number of exhibitors, 40 per cent 
displayed table type receivers and 37 per cent were 
console types. Of the console types 121% per cent had 
built in cone speakers and 611% per cent were equipped 
with horn speakers. Of the loud speaker exhibits, 704 
per cent showed cone types while about 22 per cent 
showed the horn type. Of the “A” power units, those 
which have an electrolyte of some sort, lead those which 
are totally dry by 682 per cent to 14 per cent. With 
the “B” units, the situation is reversed, with 58 per 
cent of these using the gaseous content filamentless 
tubes and 20 per cent being electrolytic. 

The report also shows that batteries fall below the 
socket power units, as only 22 per cent are showing 
storage batteries and 34 per cent show dry batteries. 
The dry batteries are mostly of the B and C type while 
the storage are 6V “A” batteries. It is also interesting 
to note that 11 per cent of the exhibitors were display- 
ing tubes and 22 per cent were displaying furniture, 
mostly for the cabineting of sets. The parts manufac- 
turers made a good showing with a figure of 41 per cent 
of the total exhibitors. 

The meetings of the convention were well attended 
and the programs were interesting. The subjects of 
time payments, turn-ins and second hand markets were 
handled by practical business men. For instance, 
Richard Lawrence, president of the Bankers Commer- 
cial Security Co. of New York, gave an unusual talk 
on the subject of time payments, while Sidney Neu, sec- 
retary of the Wisconsin Radio Trade Association, gave 
a clear cut talk on the functions which the jobbers 
should perform in the interests of the retailer. 

And certainly no man was better able to talk on 
“Power Supply for Radio” than Dr. Alfred N. Gold- 
smith, engineer of the Radio Corporation of America. 
These were only some of the high lights of the conven- 
tion’ meetings, but I think that every dealer and jobber 
that attended them will say that the information given 
at those meetings was invaluable to anyone in the buy- 
ing and selling end of the radio industry. 

It might be interesting to know that the Radio Man- 
ufacturers Association membership reached its high 
point during the week of the convention, largely due to 
the unstinted efforts of Hugh H. Eby, chairman of the 
membership committee. With only a few years growth, 
the Radio Manufacturers Association now stands high 
among trade organizations in the United States. 

C. C. Colby of the Samson Electric Co. of Canton, 
Mass., is the newly elected president. Mr. Colby, be- 
sides his business connection, is a lawyer. 

There were, of course, sessions in which questions 
like those of standardization were taken up in detail 
and in which much work for the progress of the indus- 
try was accomplished. 
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Why Hotels Should Buy More Lamps 


supply to the hotel room the homelike quality 

that will bring guests back again and again, O. 
Sacksteder, Jr., of the Aladdin Manufacturing Co., 
told a group of hotel men recently. 

Mr. Sacksteder had been invited to speak before 
the hotel men in an association meeting because they 
believed that as a lamp manufacturer he could tell 
them something to their advantage—which he un- 
doubtedly did. At the same time Mr. Sacksteder sup- 
plied the basis of an excellent selling talk for any 
lamp dealer or salesman who may feel like supplying 
the hotels of his community with lamps for each room. 

With historical data at hand, Mr. Sacksteder traced 
the home from its beginnings, showing that the fire- 
place or its early substitute was the center of the 
early day home circle. 

Then the speaker told of his experiences in search- 
ing for a comfortable hotel in the various cities where 
he is called frequently on business. He had tried to 
analyze what constituted his reasons for liking a hotel, 
but was unable to collect satisfactory reasons among 
what are considered the important functions of a 
hotel. In fact, some of the very modern hotels, ad- 
mittedly the last word in efficiency, he did not like. 

Finally he concluded that it was the many little 
things that crept into the surroundings and service 
that gave to him the comfortable feeling he enjoyed. 


LD floor, bridge, portable and clamp type, can 


And here he returned to his theory of the home. 
He concluded that in the hotels that he liked the mod- 
ern lamp, with its soft, friendly lighting that greeted 
him much as the fireplace had greeted the member 
of the family in years gone by, was one of these ele- 
ments. He felt so much more comfortable in such a 
room than he did in a room that was lighted in every 
nook and corner to an efficiency of a workshop. 

The lamps that he has found adding comfort to a 
hotel room are of various types. There are in good 
use floor, bridge, table lamps and also the clamp type 
lamps. The latter are used in the place of built-in 
furniture lamps which are expensive in installation 
and useful only in certain circumstances. The clamp 
type lamp, he found, serves the same purpose and was 
much more versatile. 

The proper selection and placing of the lamp is im- 
portant, Mr. Sacksteder says, in order that it may be 
inviting. The right lamp placed by an easy chair, 
creating a comfortable place for the hotel guest to 
read or rest after his day’s work or travel, constitutes 
the invitation to come there again when tired after a 
long journey. 

The expense, the speaker said, need not be great, 
as attractive lamps and shades can be purchased at 
reasonable prices and the shade breakage wili not be 
greater than the change necessary to keep pace with 
public taste. 


BUILD APERMANENT AND PROFITABLE BUSINESS~ 





Sell Wiring Devices. 
the year ’round. 


Arrow Products. 








A profitable line that sells 


Over a quarter century of growth and profit is 
the experience of jobbers and dealers selling 


Build your wiring device business on this com- 
plete, dependable, quality line— 





RR 


‘The complete line 
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ATWATER KENT 
RADIO 


Out in front again 





Monet 35, six-tube, One Dial Receiver. 
Crystalline-finished shielding cabinet; 
gold ship-model name plate, decorative 
rosettes and battery switch. 





Mopext 30, six-tube, One Dial Receiver. 
Solid mahogany cabinet; gold name plate, 
battery switch and vernier knob. $80. 





Moper E Rapto Speaker. The result 
of nearly three years’ laboratory work. 
Faithfully covers the entire range of 
musical tones, from the lowest to the 
highest register. With 9 feet of flexible 
cord, $30, 


1927-28 


A COMPLETE LINE of receiving 
sets differing in special abilities, 
uniform in Atwater Kent reli- 
ability. 

A complete line of speakers, 
including the Model E, with a 
new and unusually sensitive type 
of operating unit and a new 
method of cone suspension which 
allows response to the faintest 
vibration over the entire surface. 

Phonograph attachments of 
proved desirability. 

And a merchandising and ad- 
vertising policy which will help 
Atwater Kent merchants to place 
Atwater Kent Radio in another 
million homes.* 





PHonocrarn ATTACHMENT. Type SV. 
With 9 feet of flexible cord, $6.50. 


EVERY SUNDAY EVENING:—The Atwater Kent Radio 
Artists bring you their summer program at 9:15 Eastern 
Daylight Time, 8:15 Central Daylight Time, through: 


a ee New York WGR . .. + « Buffalo 
OE a's 6 wee Boston ie: ss . . Davenport 
wre ... . Washington 6, i bat) ve St. Louis 
cen ee Cincinnati ee ae Detroit 
oJ eee Chicago weco. . . Mpols.-St. Paul 
weaE. ... . Pittsburgh ee Schenectady 


*Now in more than a million homes. 








Mope 33, six-tube, One Dial Receiver. 
Antenna adjustment device assures unusual 
selectivity. Solid mahogany cabinet; gold 
name plate, battery switch and vernier 
knob. $90. 


Mopez 50, seven-tube, super-selective ONB 
Dial Receiver with antenna adjustment. 
Tuning condenser, detector and radio am- 
plification tubes enclosed in special metal 
boxes and these shielded parts, with the 
rest of the electrical assembly, completely 
encased in a metal container. Solid ma- 
hogany cabinet. $150. 








MopetH RapioSpeaker. 
Entirely of metal. Crys- 
talline finished in two 
shades of brown. With 9 
feet of flexible cord, $21. 


Prices slightly higher from the Rockies West, and in Canada 
Write for illustrated booklet of Atwater Kent Radio. 


ATWATER KENT MANUFACTURING COMPANY 
4736 Wissahickon Avenue Philadelphia, Pa. 


A. Atwater Kent, President 
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The MACHINE with the LIVE IMPELLOR 





o/, y-) "ia,,©0, The Vac-A-Tap Co. 
“ap y Pt, Mo "— Dept. A, Holland, Mich. 







> Min "4 Gentlemen: 
4p b Please send us full VAC-A-TAP facts and all details of the liberal dealer 
2, policy. 


¢e — 
Products of 
Excellence” 











More 
$5 Sales 


The Royal-Ro- 

chester Everlasting 

Iron can be made the 

backbone of your Elec- 

tric Appliance Depart- 
ment. 





Let us tell you more. 


NEW YORK OFFICE*s> DISPLAY MAIN OFFICE anoFACTORIES 
200 FIFTH AVE ROCHE STER,NY. 











